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TOWER 


Soon KCRA-TV, Channel 3, will begin telecasting from a new Tower. 
The new Tower is 1,549 feet high. It is located .7 mile NE of Walnut 
Grove in Sacramento County. 


The new Tower will improve KCRA-TV picture quality in thousands of 
homes and bring KCRA-TV program service to additional thousands 
of homes which did not receive Channel 3 previously. 


Thousands of Northern California homes will receive local 
guality television for the first time. 








Hundreds of thousands of homes will receive a better picture on 
Channel 3, NBC for most of Northern California. 


The new Tower is the result of the thought, cooperation and hard 
work of hundreds of people in the free American broadcasting in- 
dustry. The men and women of *KCRA, Inc., are grateful to all of you 
who have helped. 


*KCRA, Inc., is a locally owned and operated broadcasting company 
which has served the people of the Sacramento Valley for more than 
16 years, with AM, FM, and TV broadcasting. 


KCRA-TV is dedicated to the task of bringing to this audience the 
best possible programs — of every type: to help bring television closer 
to a realization of its full capability as man’s most potent means of 
communication. 


BS SSS » 


The new Tower is jointly owned and used by KCRA, Inc. of Sacramento 
and Corinthian and Metromedia of New York. 
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How important is the 284? 
ERO 


Just as important as one’s 2nd shoe is 
Michigan’s 2nd TV market...that rich 
industrial outstate area made up of 
LANSING-FLINT-JACKSON and 20 
1 populous cities ...3,000,000 potential 
customers ...684,200 TV homes (ARB 
March ’'60)...served exclusively by 
WJIM-TV for 10 years. 










WJ) é M = i Views located to exclusively serve LANSING... FLINT...JACKSON 


BASIC © Covering the nation’s 37th market. Represented by Blair TV. WJIM Radio by MASLA 











facts you 
should know 
about 


WITVY 


DOTHAN 


TOWER: 


WTVY’s new tower is the tallest 
in Alabama .. . it stands 1209 
feet above the ground; 1549 feet 
above sea level. 


Operating on Channel 4 with 
100,000 watts WTVY serves ap- 
proximately 200,000 television 
homes. 


COVERAGE: 


In WTVY’s coverage area there 
is a population of 1,062,100 with 
261,700 total homes in the area. 
Our signal covers 48 counties— 
25 in Georgia, 13 in Alabama 
and 10 in Florida. Retail sales in 
1959 for WTVY viewers totaled 
$824,295,000. 


SCHEDULE: 


WTVY carries the best of CBS 
and ABC programming, plus 
many popular local features. 


WTVY 


Dothan, Alabama 


Call THE MEEKER CO., National Reps; 
CLARKE BROWN, Southern Rep; or F. E. 
BUSBY at SY 2-3195. 
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19 CREATING THE COMMERCIAL 


From the idea... 
copy, art, production are interdependent 


to televised selling message, 


24 THE RACE FOR NEWS 


Drama, excitement, adventure—it’s all part 
of local stations’ news coverage 


26 REVIEWING THE REJECTS 


Annual updating of new-program mortality rate 


data bodes ill for half the schedule 


28 ANSWER FOR A GIANT 


Largest of them all, AT&T uses tv’s variety 
to keep its image bright 
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Complete directory of companies producing commercials 
for television in the United States 
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5 Publisher’s Letter 
Report to the readers 


32 Film Report 


Round-up of news 


9 Letters to the Editor 


The customers always write 


39 Spot Report 


Digest of national activity 


48 Audience Charts 
Who watches what 


11 Tele-scope 

What's ahead behind the scenes 
13 Business Barometer 95 Wall Street Report 
Measuring the trends The financial picture 


15 Newsfront 105 In the Picture 


The way it happened Portraits of people in the news 
Pp f{ peop 


106 In Camera 
The lighter side 
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Programming pros and cons 
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Letter from the Publisher 
A Needed Rapport 


The NAB Freedom of Information Committee recent luncheon 
meeting with President Kennedy not only established a significant 
“first” but a needed rapport with the White House on an industry- 
wide basis. 

NAB president LeRoy Collins had initiated the meeting. As 
the 12-member committee under the chairmanship of Frank P. 
Fogarty, executive vice president of Meredith Broadcasting Co., 
lunched with the President on rock cornish hen and crepes suzettes, 
they were meeting with a man who would not be in the White 
House were it not for the industry they represented. ; 

On the basis of the analysis made by T. H. White in his book, 
The Making of the President 1960, 2 million votes of President 
Kennedy’s margin “came from television impact on the American 
mind—and since Kennedy won by only 112,000 votes, he was 
entirely justified in saying on the Monday following election, 
November 12: ‘it was tv more than anything else that turned the 
tide.’ ” 

President Kennedy therefore is well aware of the impact of 
television. The meeting apprised him of some of the current prob- 
lems, including Section 315, access to government information, 
televising of Presidential news conferences and the mechanics of 
handling Presidential speeches. 

The coverage of Presidential addresses has been a problem for 
the networks. The President agreed to give as much advance notice 
of speeches as possible which would give the industry guidance 
on planning coverage. Some of these speeches are of interest 
locally, some regionally and others nationally, and the networks 
can then decide, from a news standpoint, what kind of coverage 
the speech should get. 

The repeal of Section 315 is primarily a Congressional matter. 
However, White House support would certainly speed action. The 
President was noncommital on this subject but requested Pierre 
Salinger to look into it. It might be restated here that if the 
premise is accepted that the Great Debates put Mr. Kennedy in 
the White House, the debates would not have been possible without 
the temporary repeal of Section 315. 


An Even Division 

While Mr. Fogarty and the committee suggested more frequent 
Presidential news conferences be carried live on tv, the President 
felt that the importance of news conferences are somewhat dissi- 
pated by his too frequent appearances before the tv cameras. One 
of the unstated aspects of the news conferences is that the wire 
services object to tv carrying them live since television has first 
exposure to important news. On the basis of the President’s reac- 
tion, the industry can look for a fairly even division between the 
news conferences being carried on tape and those carried live. 

The meeting was timely in view of the series of luncheon meet- 
ings that the President has been having with the newspaper pub- 
lishers. It is to be hoped that industry leaders will again have 
this opportunity to sit down with the President and exchange views 


on important problems. 
Cordially, 
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interest 
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STEINMAN STATION 
Clair McCollough, Pres. 


) WGAL-TV 
Channel & 


Lancaster, Pa. 
NBC and CBS 


ey 





Representative: MEEKER 
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You’re on 


the right track 
That’s right! 
You’re getting home 
with the men and 
women who make 
their living by 
knowing all there 

is to know about 
television. That’s 
why Television Age 
goes with them. 
it tells more 
television... 

it sells more 
television! 
Television Age / 
The Climate 
is Compelling 
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The Wise Owl is the one who considers the fact that WLOS-TV 
delivers 67% more food sales, 41% more automotive 
sales, 71% more gasoline sales, 74% more drug sales 
than the second station.* 
No matter what the target . . . WLOS-T'V is 
dominant. *Sales Management Survey of Buying Power, 
May 10, 1961—ARB Total Net Weekly Circulation 


Dominant in The Carolina Triad 


WLOS-T 


A Wometco Enterprises Inc. Station Serving 


AD GREENVILLE — ASHEVILLE — SPARTANBURG 


Unties 


4 Represented by Peters, Griffin, Woodward, Inc. * Southeastern Representative: James S. Ayers Co. 














It can’t be... 





It really is! 





What a satisfaction... 





But it is! 





Yes, it really is! 








a good biscuit is! 


FILM 
does the 


unusual... 


lly, it's pretty 
you stop to think 
> reach a consumer 
ent to his name! 

So what! the 
drawing out the ‘what 
people. Man (Woman, t 
best friend, has money 

We'll use animatior 
Dog's growing exciteme 
sniffs... as he dow 
Dog Biscuit in nothing flat 
get Man... he'll shell out—b 

©} Mratoltiat-Mmelaliutelitels 
film. But that’s fine becatu 
will give us the kind of c 
cials we want, the way 
them—and when 

And that’s not all. Film gives y 
the optical effects you must hc 

assures you the convenien 
toh d-1aele|- Wane Lalo Ml ol-Jal-tagehilols 
foleloh ae Me iotiel Muilela <-si1a 
All reasons why so 


tisers are using film 


For more informa ) 2 
Motion Picture Film Department 


EASTMAN KODAK COMPANY 
Rochester 4, N. Y. 


East Coast Division 


Midwest Division 
BCiOM torsm celalele}folam © 
Chicago | 


West Coast Division 


or W. J. German, ‘Inc. 


ADVERTISER: 
National Biscuit Company 
AGENCY: 
Kenyon & Eckhardt Inc. 
PRODUCER: 


Robert Lawrence Animation, Inc. 


Letters 
to the 
Editor 


News Emphasis 
The report captioned “The 1000- 
pound pencil” [tv ace, Nov. 27}, 
giving examples of tv news and public 
affairs programming across the nation 
is most impressive. However, I find 
the article “Can television educate?” 
closely related in principle. Both 
articles indicate the powerful force 
broadcasting can be in giving us an 
informed public, which is so impor- 
tant to our social and governmental 
system. 
Rose H. Hype 
Commissioner 
Federal Communications Commission 


Washington, D.C. 


The news survey is very interesting 
and extremely well done [“The 1000- 
Pound Pencil”, Tv ace, Nov. 27}. It 
is heart-warming to see increased em- 
phasis upon this important program 
area upon so many stations across the 
country. 

Warp L. QuaaL 
Executive Vice President, 
General Manager 


WGN, Inc., Chicago 


. we all are very pleased that you 
mentioned WLOF-TV and The Turnpike 
Story. ... we certainly enjoy reading 
TELEVISION AGE, 

WituiaM T. LatHaM 
National Sales Manager 


WwLor-Tv Orlando, Fla. 

Thank you for . . . including our 

station in the quarterly public service 

report . . . We always find TELEVISION 
AGE enlightening and interesting. 

CLaup O’SHIELDS 

General Manager 

wecT Wilmington, N.C. 


Iimage-Maker 
May I commend you on your No- 
vember 13th “Letter From The 


Publisher”—re: “Selling Station 


Image”. It succinctly underscores a 
problem that we at CBS Television 
Stations National Sales have been 
dealing with for several years. 

As you mention, wcss-tv, New 
York, and KNxT, Los Angeles, were 
probably the first stations to offer a 
definitive study of the “image” they 
project to the viewers in their mar- 
kets. “More Than Meets The Eye” 
has, as you suggest, been a valuable 
sales tool. However, it is not a 
panacea. Those who do care about 
“image” are usually influenced by 
this research when all other things 
are pretty much equal. Because this 
is often the case, the image studies 
can be credited with having attracted 
a substantial amount of business that 
these stations might not have other- 
wise received. 

As for the “prominent broadcaster” 
who complained that he didn’t get the 
business despite his efforts in public 
affairs, Code adherence, etc.; may | 
suggest that his audience may be 
aware of his efforts in this area but, 
is the buyer? After all, the image 
that a station represents to a buyer 
is not necessarily the same as that 
the audience beholds. I would sug- 
gest that this broadcaster be as care- 
ful with his trade advertising, sales 
promotion material and salesmen as 
he is with his “on-air” operation. It 
is with these that a buyer judges the 
image of a station. What could de- 
stroy a favorable image faster than 
rate-cutting, exaggerated trade adver- 
tising or sloppy sales promotion ma- 
terials? Most important is the role 
of the salesman, or representative. 
He must not only know how, but 
have the time, to do more than a 
perfunctory routine of “offering 
avails”. He must be able to sell the 
immeasurable values of the station to 
the buyer. 

If I might change, slightly, your 
closing two sentences: “More of this 
type of creative research and selling 
must be done. Otherwise, television, 
more and more will be the unwilling 
victim of automated buying”. Amen. 

WituiaM R. HoHMANN 

Director of Promotion & Research 

CBS Television Stations National 
Sales, New York 
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WHEC -TV 
NOW i vere 


It is with a feeling of great pride, together 
with a complete awareness of tremendous 
responsibility, that Station WHEC-TV 
has taken over full-time control of 
CHANNEL 10, Basic CBS in Rochester, 
N. Y., after an extremely pleasant share- 
time association with Station WVET-TV. 


We at CHANNEL 10 (WHEC-TV) 
pledge to our ever-broadening audiences 
and our ever-growing group of sponsors 
that we will continue with renewed effort 
to maintain our present top position in the 
broad Rochester area that we serve. 


WHEC-TV 


FULL CHANNEL 










CBS 
ROCHESTER 
N.Y. 


Represented by EVERETT McKINNEY, Inc. 
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WHAT’S AHEAD BEHIND THE SCENES Te | eC ” S Cc Op e 





Transfilm Seeks New Money 

Transfilm-Caravel, Inc., a subsidiary of the Buckeye 
Corp., has run into severe economic difficulties and at 
press time had just about ceased television commercial 
production (although some industrial work was still 
under way). The company’s executives were considering 
means of recapitalizing, although there was also talk of 
an outright sale. Robert Klaeger, who had been brought 
in to head up the commercials division, has left the firm 
and ‘s understood to be setting up his own company 
again. 


Will Grill? 


Video plans are “in the works” for a new item out of 


Harvell-Kilgore—a “Hostess Grill” that features an amaz- 


ing instant charcoal called “Sparkcoal.” A minute film 
that’s been completed might go spot—or might go net- 
work—depending on how quickly national distribution 
is achieved. One way or another, the campaign will get 
under way about the end of January. Ardien Rodner is 
the media contact at Frank B. Sawdon, Inc., New York. 


Trouble in a Tight Field 

A suit to block the merger of Republic Corp. and 
America Corp. on the contention that this would lessen 
competition in the professional film-processing field has 
been filed by the Department of Justice in the U. S. Dis- 
trict Court in Los Angeles. According to the complaint, 
Republic’s Consolidated Film Laboratories and America’s 
Pathe Labs combined handle 40 per cent of all film 
processing. Charging violation of the Clayton Anti-Trust 
Act, the Government also requested the court to force 
America Corp. to divest itself of 265,420 shares, 13 per 
cent, of Republic’s common stock acquired last May, 
since, according to the charge, this gives America Corp. 
working control of Republic. 


Pepsi Peps Up Schedules 

The Pepsi-Cola Company next year plans to spend 
more than $35 million advertising its theme, “Now it’s 
Pepsi for those who think young’—the largest amount 
ever spent for promotion in the company’s history. Tele- 
vision gets a large slice of the pie. Minute participations 
are planned on 11 prime-time evening network programs 
after New Year’s. Spot announcements are planned for 
at least 16 weeks into May. In the fall, tv spot activity 
will be stepped up again. Spot and network placements 
are budgeted at approximately $12,650,000. The spot 
campaign gets under way in 268 markets in 50 states 
in January. Minutes purchased by the company will be 
used exclusively at the rate of at least three per week. 
Others purchased by the company in cooperation with 
its bottlers and by the bottlers alone will appear region- 
ally in fairly heavy frequency. 


They’re Not Finished Yet 

Toymakers’ schedules, which filled the air more heavily 
during the past two months than ever before, reportedly 
will be back this spring also in record-breaking volume. 
One major name, Ideal, has upped its 1962 spring tv 
budget 25 per cent over this year’s (while boosting the 
total °62 budget 50 per cent to near $3 million) ; another 
big spender, Transogram, is readying its first springtime 
venture on a baseball toy endorsed by—naturally—Roger 
Maris. Spot tv will form the backbone of the cam- 
paigns, with Grey Adv., Inc., handling the Ideal place- 
ments, and Mogul Williams & Saylor, Inc., scheduling 
for Transogram. 


Katz & Ziv-UA Team 

The Katz Agency, Inc., and Ziv-United Artists have 
come up with an idea that, if put into effect, promises 
to be the answer to a national and/or regional spot ad- 
vertiser's dream. Called Trailblazer, it’s an arrangement 
whereby the advertiser is guaranteed clearance for a 
first-run Ziv-UA syndicated program on many of the 
40 stations represented by Katz. Just how many stations 
are needed to underwrite the project, and how anxious 
they are to donate a half-hour of prime time for Trail- 
blazer, is still a matter of conjecture. 


New Agency, New Campaign 

Television is the broadcast media included in advertis- 
ing plans for Gourmet Corner Frozen Foods, Inc., of 
Lake Forest, Illinois, which just appointed Malcom- 
Howard Advertising Agency, Chicago, to its account. 
The company’s Gourmet Corner food snacks are sold 
in leading food chains and super markets in 30 states. 


Gilbert to Step Up Tv Budget? 

Insiders are betting that the A. C. Gilbert Co., toy 
manufacturer, will be investing heavily in television 
again now that the promotional-minded Jack Wrather 
Corp. has purchased a substantial stock interest. The 
Gilbert firm, never too heavy in television, cut back on 
its expenditures in the past year. The purchase price 
for the Wrather interest in the company is approximately 
$4 million. 


P&G Brings Out Two More 

Procter & Gamble Co., Inc. just keeps rolling on in 
the new-product field, having added two more items to 
its lengthy list—Pert shampoo and Pampers disposable 
diapers. Spot is being used to test both. Pampers, cur- 
rently being tested in the Peoria market area, has Benton 
& Bowles, Inc., New York, as the agency. Pert is being 
tested in the Denver and Nashville areas. Advertising 
for this brand is handled by Grey Advertising, Inc., 
New York. 
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‘Even at 60 mph 
we get studio-quality 
pictures—with 


RCA TV TAPE!” 


—says Henry Alexander, President 
VIDEO TAPE UNLIMITED 


New York City 


“In the studio or on the road, our picture quality is consistently 
tops—we’re ready to shoot anything with RCA TV Tape Equip- 
ment. We’ve used our mobile Recorders under all conditions— 
yet we get studio-quality pictures every time. Clients rave about 
the lifelike quality of our tapes!”’ 


The mammoth 40-foot mobile unit pictured here can make studio- 
quality tapes while traveling at 60 miles per hour. Designed and 
equipped by RCA for Video Tape Unlimited, it includes four 
cameras, two TV tape recorders, switching and special effects, and 
control equipment. Specially-designed platforms at front and rear 
of the bus carry two cameramen. Cameras also may be set up on 
the roof so that shooting is possible from any vantage point. Com- 
pletely self-contained—this mobile unit has everything a well- 
equipped TV unit should have—including power generator. 
Why is RCA equipment the big choice among producers and 
broadcasters who demand the very best? There are several reasons: 
RCA TV Systems are matched—electrically and mechanically. 
RCA makes it practicable to get everything from a single, reliable 
source. RCA equipment uses easy-to-find tube types, standard 
parts. RCA equipment is designed, built, and operated in accord- 
ance with proved broadcast procedure. And RCA equipment is 
backed up by top engineering counsel and service everywhere. 
See your RCA Representative or write to RCA, Broadcast and 
Television Equipment, Dept BB-278, Building 15-5, Camden, N. J. 


The Most Trusted Name in Television 
RADIO CORPORATION 





OF AMERICA 





Business barometer 


Following a September _in which national spot billings leaped 23.5 per cent ahead of 
the previous month, October showed an even greater upward surge. For the 
month, according to the survey of representative stations polled for Business 
Barometer, a gain of 26.0 per cent over September was registered. 

Compared to October of a year ago, the 1961 month is 11.2 per cent ahead. 

Breaking down the statistics, 
that 26.0-per-cent rise NATIONAL SPOT 
—while indicative of nee oe nae 
the strength of spot : - , ' 
during the heavy pre- . aq >——--—-——_-— - —_—— 

} 
| 

















holiday season—was even 
stronger in previous 
years. In 1960, for ex- 
ample, October beat Sep- 
tember by 30.6 per cent; 
in 1959, the October 


advantage was 29.0 per 
cent. However, as noted 


here previously, the 
September-over-August 
increase this year was 
larger than any previous 
year's gain... per- : 
haps indicating that a \ 












number of advertisers 
who in the past waited \ 
| 


until October to start 
their fall-winter sched- | / 

















ules decided to get in wet; 

while availabilities | v/ 

were choice. q 

On the year-to-year basis, the | a oe Rae ae 

tudio- 11.2-per-cent increase | | 
d and this October is better | 
; four than the 5.8-per-cent ae I ee OR ee en. ru 9 
s, and figure noted a year ago, 
d rear 1960 over 1959. But it . 
up on isn't quite as impres- 
Com- sive as the 14.2-per-cent gain that was made in October a year earlier—1959 
well- over 1958—when TELEVISION AGE first began annual month-by-month comparisons. 
: Thus far in 1961, nine of 10 months have indicated spot billings up over the same 
‘s and months last year. The greatest gain came in January, with an 11.6-per-cent 
sONs: advantage over 1960's initial month. October's 11.2-per-cent rise was next 
ically. strongest, with April (6.3 per cent) and May (5.0 per cent) following. 
sliable Only March, with a 2.9-per-cent decline over March, 1960, was down, although rises 
ndard of only 0.1 per cent in June, 0.6-per cent in July and 0.8 per cent in August 
ccord- didn't provide much to cheer about—particularly as two of the same months in 
ent is 1960 were up considerably over their 1959 counterparts. 
where. Month by month, the 26.0-per-cent increase in October over September made the sixth 
st and 30-day period this year when a gain was achieved, and was the highest increase 
,N. J. registered. Of the four months showing declines, July's fall-off of 20.4 per 


cent from June. (which had declined 17.5 per cent from May) was the largest. 


(A copyrighted feature of TELEVISION AGE, Business Barometer is based on a cross-section of stations in all incomz and geographical categories. Informa- 
tion is tabulated by Dun & Bradstreet.) 
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i PEGASUS BOOKNOBILE graye 3 | 
;  STLLOUIS PUBLIC LipeéRY. = 


UNPRECEDENTED! 


The search for new ways in which to serve the local community more effectively is standard operating procedure at 
CBS Owned KMOX-TV. Witness Channel 4’s television reading service, a remarkable innovation designed to stimulate 
student reading through television. Working in close cooperation, KMOX-TV, the city and county school systems 
and the public library system prepare and classify, by age and grade, reading lists based on forthcoming KMOX-TV 
programs. These lists are distributed to more than 600 schools and libraries throughout the area. Result? A marked 
upswing in the demand for books in the city’s branch libraries and bookmobiles. And enthusiastic comments, such 
as this one by Philip J. Hickey, superintendent of the St. Louis Public School System: ‘‘This pioneering project points 
the way toward the use of television in a most valuable and educational manner.” 

Inventive, practical, consistent—this is community service far beyond usual studio limits. But, in truth, the 
unusual is one of the things St. Louis audiences expect from their favorite station, CBS Owned KM OX-TV 


CHANNEL4, ST.LOUIS 








THE WAY IT HAPPENED Newsfront 


More viewing, more spending, says TvAR 


Sobering sermon on profits on the coast 


Predicting tomorrow’s ups and downs 


Hungry Viewers? 

While it unfortunately cannot prove 
that the mere viewing of television 
causes women to spend more money 
on advertised products, Television Ad- 
vertising Representatives has come up 
with what looks like a strong correla. 
tion between intense viewing and in- 
creased food expenditures. 

From a survey taken in the eight 
markets having stations served by the 
representative, the new TvAR “Audi- 
ence Dimension” data pinpoints the 
fact that 62 per cent of women in the 
upper one-fourth (the quarter spend- 
ing the most per week on food and 
household items) of a sample group 
watched daytime tv. 

Women in this upper group spent 
an average of $41.12 per week, while 
the “light spenders” who made up the 
lower one-fourth of the sample spent 
only $12.56, on the average—and only 
46 per cent of the bottom group re- 
ported that they watched daytime tele- 
vision. The “average” spenders, mak- 
ing up the middle 50 per cent of the 
sample, with weekly expenditures of 
$25.20, were reached by daytime pro- 
gramming on a 55-per-cent basis. 

The differences among the three 
groups were less marked at night, 
TvAR noted, when 77 per cent of the 
“heavy” spenders were in the tele- 
vision audience, as compared with 67 
per cent of women in the “low-spend- 
ing” group and 74 per cent of the 
“average” spenders. 

On a day-and/or-night basis, 86 per 
cent of the women in the heavy-spend- 
ing bracket were reported watching tv 
on an average day, while 83 per cent 
of the average-spenders and 75 per 
cent of the light-spenders were view- 
ing. The representative’s conclusion, 
backed by the data accumulated by 
The Pulse, Inc., is that “women who 
spend the most money for food and 


household products spend the most 
time with television—55 per cent more 
time than the ‘light’ spenders, 17 per 
cent more time than the ‘average’ 
spenders.” 

On weekdays, the higher level of 
viewing by housewives in the “heavy 
spending” category translates into an 
average of almost 4%4 hours with the 
set, as compared to approximately 
three hours for the light spenders and 
four hours for the average spenders. 
The viewing plus, so far as the heavy 
spenders’ market is concerned, is 56 
minutes during the day and 42 minutes 
at night over the “light” spenders, and 
26 minutes during the day and 15 
minutes at night over the “average” 
spenders. 

For daytime alone, the advantage 
of the top-spending group over the 
average group is 26 per cent; over the 
light spenders, the advantage is 80 
per cent. For nighttime alone, the 
heavy-spender group advantage over 
the average spenders is 11 per cent; 
over the low-spending group, it’s 38 
per cent. 

Full details on the survey are avail- 
able on request from TvAR, but the 
basic point—derived from 3,200 in- 
terviews with housewives in tv homes 


HOUSEWIVES 
WATCHING TELEVISION’ 
DURING AVERAGE 1/4-HOUR 





7AM - 12 MID, MONDAY-FRIDAY 


23.6% 





“Light” 
Spenders 


“Average” 
Spenders 


—is the inescapable fact that, regard- 
less of what time of day an advertiser 
promotes his product on tv, his audi- 
ence will contain an above-average 
proportion of the housewives who 
spend the most money on food, gro- 
cery and related household items. 


Dream and Reality 


O unreal city 
under an unreal fog .. . 


The lines are T. S. Eliot’s, and they 
are meant to describe London. In Los 
Angeles earlier this month, executives 
of some 500 NBC television and radio 
affiliates gathered for a combined an- 
nual convention and celebration of the 
corporation’s 35th anniversary. The 
lines must have haunted them. Even 
after they had shaken off the effects of 
a trip to Disneyland, been jolted mo- 
mentarily awake by some remarks of 
NBC board chairman Robert Sarnoff 
(“this industry problem must be 
recognized and a reasonable solution 
sought”), heard an upbeat ratings re- 
port in which ABC-TV continually 
was needled, they found themselves in 
the make-believe streets of Universal- 
Revue and the enormous lots of MGM. 

As the sun set through the red smog 
that day, it was peered at with sus- 
picion by one affiliate. “Is it real?” 
he whispered to his wife. 

There was no question about the 
realities touched on by Mr. Sarnoff 
in his address to the affiliates. The big 
issue (which was discussed only off- 
the-record and in guarded terms) had 
to do with network compensation: 
what seems to be in the wind for affili- 
ates of all three networks is a down- 
ward revision in rates. 

Although Mr. Sarnoff devoted a 
great deal of his speech to the ques- 
tion of government censorship of pro- 
gramming (as did Dr. Frank Stanton, 
CBS president, that same night in 
Philadelphia), he outlined in graphic 
detail the story of dwindling network 
—and climbing station—profit ratios. 

He based his reasoning on FCC 


(Continued on page 102) 
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“Never has there been an industry that has moved ahead 
with the giant strides of television. To try to keep 
in touch with every change in this fast-moving picture 
could keep us all bobbing around like jack-rabbits. 


And, besides, there aren’t that many hours in the day. 


Fortunately, this is the age of specialization. In television, 
as in every field, we look to the specialists to consider 

the whole beast, digest it and present the meat. And I say 
“meat”—not raw bones. We’re interested in facts that 
keep us posted on this billion dollar business—whether 


they’re summed up in graphs, divided up in columns or 


written up in articles. 


When we discover a source for this material that 
we can rely on with confidence— 


I, for one, go back for more.” 


WILLIAM B. LEWIS 


Chairman of the Board, Kenyon & Eckhardt, Inc. 


Television Age 
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See where Des Moines 
is a “preferred city” for Yes, sir! And our 
the 7th straight month campaign is going great 


in Sales Management’s on KRNT-TYV, a most 
business activity forecast? unusual station! 








The preferred stations in this “preferred city” are KRNT Radio and TV, 
leaders in ratings, leaders in community service . . . leaders in the billing 
parade. Our share of local television business in this major 3-station 
market has always averaged nearly 80%; our local radio business has 
always been way ahead in a 6-station market. 


Most folks don’t realize this about Des Moines — we're 36th in the FCC 
list of markets according to appropriation of national spot TV revenue. 


The same sources prove that Iowa’s capital and largest city is a good 
radio market, too. 


You know you're right when you buy these most unusual stations, KRNT 
Radio and TV, the stations people believe in and depend upon. And you 
know you're buying at the same low rate as everyone else when you deal 
with these responsible stations. 


Buy “the live ones’”— KRNT Radio and TV, Cowles stations ably repre- 
sented by The Katz Agency. 


KRNT 


RADIO AND TV —- Des Moines 


An operation of Cowles Magazines and Broadcasting, Inc. 
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Creating the commercial 


All steps are interdependent 


and (usually) indivisible, agree men 


who start with the idea 


he creation of the television commercial 

compares closely to the creation of a fine 
dinner. There is, before all else, the idea, the 
conception. It must be appropriate—right for the 
season, right for the guests, not too ambitious for 
one’s budget. It must be realizable. 

If the dinner is to be a private, candlelight 
affair, the chef will shop differently. He will 
select the food, the wine, the setting discrimi- 
nately. No need to call in a caterer. No chamber 
music or finger bowls. Perhaps a vin fou... 

To make the comparison: there is the food and 
drink—the product, goods or service; there is 
the preparation—art, copy and production; there 


is the service—the medium; the time and the 
place. 

Given this analogy—and aware that analogy 
proves nothing—the present subject of inquiry 
is, how good a cook is the commercial copywriter 
today? 

To find out, TELEVISION AGE made a recent 
survey of copywriters and those they work with 
in some of the New York advertising agencies. 

The television commercial writer is a relatively 
new breed. In the past decade he has come a 
long way—a fact anyone may confirm from a 
look at the changing face of tv commercials. 

In talking to the various agencies, an effort 
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. .- one man has to square off with a piece of paper and put 
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one word after another’’ 





was made to find out, among other 
things, who usually generates com- 
mercial ideas, how independently the 
copywriter works, how much he knows 
or is expected to know about tv com- 
mercial production techniques. 

One of the first facts to emerge was 
that it is not as easy as one might 
suppose to pinpoint the origination of 
a commercial idea. It is only slightly 
less difficult to fix responsibility for 
execution of the idea at its several 


stages. 
“Togetherness” 


Nearly all of the agencies spoken to 
use a “troika,” or three-man team, in 
developing television commercials. 
The copywriter, the art director and 
the commercial’s producer work close 
ly together through most of the crea- 
tion of the storyboard. 

Fletcher Richards, Calkins & Holden 
has an unusual system under which 
the copywriters are also full pro- 
ducers. For example, Bob Nugent or 
Steve Rappolo, both copywriter-pro- 
ducers at the agency, will come up 
with an idea, check it out with senior 
vice president and media director Sy 
Frolich, then work up the storyboard 
with an art director. Mr. Frolich be- 
lieves the system initiated has greatly 
strengthened the commercial depart- 
ment. 

(“Commercial producer,” as used 
above, refers to the person within the 
agency who more or less “brings the 
commercial along,” as distinct from 
the outside supplier, the commercial 
production house whose facilities and 
skills are employed in actual physical 
production of the commercial.) 

It should be noted that the outside 
supplier, or commercial producer, is 
not an entirely absent factor during 
the development of the commercial 
storyboard. Depending on the nature 
of the commercial, and the amount of 
technical assistance called for, the out- 
side producer can be most helpful, 
particularly in the early stages. 

According to Gordon Webber, di- 
rector of commercial production at 
Benton & Bowles, the agency frequent- 


ly has occasion to consult with the 
outside producer at the pre-production 
stage. Sometimes, the advice of more 
than one producer is sought, he says, 
as in the case of a difficult commer- 
cial, such as the distinctive “cup-and- 
a-half of flavor” film. 

“I have yet to see a production 
house contribute anything of any real 
originality to a commercial,” says 
David B. McCall, vice president and 
associate copy chief at Ogilvy, Benson 
& Mather, Inc. “Sometimes they im- 
prove it technically, but that’s their 
job. A man suggested western music 
for a coffee commercial once, for ex- 
ample. It improved it.” 

By contrast, Robert Margulies, vice 
president, commercial broadcast pro- 
duction, at Ted Bates, Inc., gave an 
emphatic “Yes,” when asked if the 
production house contributed much to 
the Bates’ tv commercials. “It very 
definitely contributes—and more and 
more all the time.” 


Five-Way Split 


Mr. Margulies said that the agency’s 
recent arrangement, whereby it had 
guaranteed a minimum volume of 
business to be divided between five 
production houses, permitted a more 
intimate relationship between the 
agency and the producers. In produc- 
ing a commercial with one of the five 
production houses, he said, the agency 
could also call in one of the other four 
for help or advice, if needed. 

“It’s my job to help produce the 
highest selling commercial with the 
highest degree of taste,” said Mr. 
Margulies, “and we take help wher- 
ever it comes from.” Mr. Margulies 
also expressed the opinion that the 
agency often found west coast produc- 
tion houses more prone to be imagina- 
tive and to come up with ideas. He 
deemed this a paradox in view of the 
surplus of talent in the east. The dif- 
ference, he suggested, was probably 
mainly one of attitude. 

The consensus among the agencies, 
however, was that the amount of as- 
sistance rendered by the outside pro- 
ducers is greatly exaggerated much of 
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the time—by the producers. 

Bernard Haber, vice president in 
charge of film production at BBDO, 
feels that though the outside produc- 
tion house is very often responsible 
for improving the quality of a com- 
mercial, it may also “take it down 
a few notches.” 

In view of this, Mr. Haber, and 
many of the other agency men, called 
attention to the increasing need for 
copywriters and producers who are 
well-versed in production principles 
and methods. 

Bill Murphy, media director at 
Papert, Koenig, Lois, Inc., believes 
the three-man creative team operation 
may eventually yield to a two-man 
team operation, as art directors and 
copywriters learn still more about 
production techniques. 

At Kenyon & Eckhardt, Inc., the 
advent of the two-man team is also 
anticipated by Harry B. Stoddart, vice 
president and tv-radio group head. He 
feels, however, that the evolution will 
come about through a tendency of fu- 
ture producers to come out of agency 
art departments. 


A Decade After 


There was a time, roughly a decade 
ago, when most commercial copy- 
writers were from radio. They were, 
in the opinion of Mr. Stoddart, “gen- 
erally kooky, wild-idea men whose 
commercials seemed to fall always in 
two parts—one part entertainment, 
then the commercial message. 

“Today, the entertainment is put 
right into the entire production,” Mr. 
Stoddart continued. “There has been 
a tremendous improvement in com- 
mercials, as anyone can see. In the be- 
ginning, it was a little like a surgeon 
making his first cut with the knife. 
Now, there’s more experience. The 
writers and art directors go to the sets 
with the producer . . . there’s less copy 
and more emphasis on the visual . . .” 

Mr. Stoddart also took a shot at the 
standard method of setting down on 
one half of a sheet of paper the visual 
instructions, and on the other, the 


audio. “Copywriters would come up 
with something like that, full of cam- 
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Sheldon Platt, production 


era instructions such as MCU and 
ECU—but that’s just one man’s think- 
ing. Now, they work together with the 
art director, and with the production 
person when needed.” 

David B. McCall at OB&M agreed 
that the level of commercials has 
greatly risen. “It’s less gimmicky now, 
more straightforward,” he said. “It 
used to be a barrel of laughs . . .” 

At all of the agencies surveyed, the 
copywriter for tv commercials also 
works on print ads. Very often, he or 
she also does radio commercials. The 
doubling-up is justified on various 
grounds, most of which can be con- 
densed to the simple fact that good 
ideas and good copy are hard to come 
by. 

As indicated, the copywriter can 
come from anywhere in or out of the 
agency. There are no hard and fast 
rules, and the only criterion of a good 
copywriter is his ability to come up, 
with reasonable frequency, with bril- 
liant ideas and brilliant expression of 
those ideas. 


His Department 


The copywriter can be found almost 
anywhere in the agency, but is most 
frequently located in the area known 
as a copy department. This may or 
may not be physically integrated with 
the art department. Most often it is 
not, in which case the copywriter 
usually totes his ideas down to the art 
director who is working with him on 
a particular account. The two, and 
possibly the producer as well, knock 
heads and scratch around until the 
original idea is put into the necessary 
focus. 

In practice, of course, the copy- 
writer’s idea-making function is per- 
formed, often with great skill, by 
people who are not designated as 
copywriters. Many agency executives 
on a higher level have risen from the 
copywriting ranks and still wrestle the 
problems of copy. Art directors and 
others, even secretaries, are usually 
free to contribute creative ideas. 

But it is the copywriter who must 
finally give style, sell and breadth to 
the copy. He has to write it and re- 


write it—on napkins at lunch, in the 
margin of his newspaper, on a pad on 
the dashboard, and (not too often) on 
his own office typewriter. 

Here is the bulletin board of a com- 
mercial copywriter’s office: a photo- 
stat of a panel cartoon from Esquire, 
showing a conference in which the 
head of the table has a cut-glass 
chandelier of an idea, trumping the 
light bulbs of all others; a postcard 
reproduction of a_ bullfight poster 
from Madrid; advice on how to be 
healthy and free from worry by 
Satchel Paige (items: avoid stuff that 
“angrys up the blood” and “don’t 
look back because something might 
be gaining on you”); a commercial 
storyboard. 


Inside Look 


On the desk of another office: a 
large jar of hard candies; a coffee cup 
with numerous benchmarks; piles of 
paper, none of it important looking; 
a bowl of cigarette butts, filtered and 
mentholated and 
mentholated, all 


non-filtered, non- 


smoked _ short; 
Roget’s Thesaurus; a glass of sharp- 
ened pencils. 

Lolling out of the typewriter in an 
office in still another agency is a sheet 
of yellow copypaper; on it, these 
words: 

How many years does it take to 

produce one beer that... 

A beer is not made quickl . . . 

No one knows how long it takes 

to make... 

Age is a necessary part... 

The product in these sentences has 
been changed, but the frustration and 
spirit remain: someplace along the 
line, one man has to square off with a 
piece of paper and put one word after 
another. It may be torn apart by his 
peers, but at least there is something 
to tear apart. 

The idea may come to the writer at 
any time, and what will eventually 
happen to the idea is anybody’s guess. 
At Donahue & Coe, the idea will run 
this kind of gauntlet, according to 
Maitlin Jones, creative director. 

(1) Ideally, the writer, art director 


(Continued on page 96) 
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Speed, mobility 
and accuracy today 
characterize 

station coverage of 
local news events 


Murder in Wisconsin . . 





. and the manhunt is under way... 





he charge most often leveled at 


television spot news coverage is 
that it is “too little and too late.” 
Press critics hasten to point out that, 
of course, the size and amount of 
gear required by tv newsmen pre- 
cludes fast, effective and complete 
coverage of a breaking news event. 

“Nothing can beat a_reporter- 
rewrite man combination,” they scoff. 

Words, however, are not pictures. 
And news photos of an event that 
happened hours before can never be 
as effective as the televised account 
of that event as and while it was 
happening. 

Such electronic reporting often 
comprises some of television’s finest 
hours—particularly when the story 
has national consequence. 

It was KREX-TV’s “finest hour” re- 
cently as it brought a dramatic man- 
hunt to television screens in western 
Colorado from its studios in Grand 
Junction. 

(Manhunts, it would seem, provide 
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particularly good copy for tv report- 
ing. As noted in the first article of 
this two-part series, “The 1,000- 
pound Pencil,’ Nov. 27, a fugitive- 
chase produced the quarter’s top 
story for wkow-tv Madison, Wis. 
Dramatic photos from that station’s 
coverage are shown above.) 


Kid Killer 


The KREX-TV story began on a 
highway near the town of Kremmling 
last July. 

When Robert Hoover, a Colorado 
wildlife education officer (who regu- 
larly presents a 15-minute show each 
week on KREX-TV), stopped to offer 
assistance to a motorist who appeared 
to be in trouble, his act of kindness 
was answered with a gunshot. 

The motorist was a “gun-crazy kid” 
from Iowa, 25-year-old Delbert Dean 
Spooner. Before the day was over, 
Spooner had killed two men and 
wounded threé others. Hoover was 
one of the three wounded. 


Spooner escaped into the hills, and 
for the next two days law officers from 
all over the state converged on the 
small town to join in the manhunt. 

A KREX-TV reporter, Newell Hoskin, 
borrowed a rifle and joined the 250- 
man posse. He was only 200 yards 
down a railroad track when Spooner 
was flushed and captured. The re- 
porter’s photos of the capture were the 
first seen by western Colorado viewers, 
who had been kept posted on the 
progress of the hunt by Hoskin’s regu- 
lar telephone reports and pictures. 

This is the kind of field reporting 
which points out not only the increas- 
ing desire, but the ability, of tv sta- 
tions to compete with other media in 
first-rate spot KREX-TV’S 
story, however, is not unique. 

wsM-Tv Nashville, Tenn., was first 
at the scene when police faced riot- 


coverage. 


ing inmates at Tennessee State Prison 
in August. Through its remote unit, 
and with film, it fed reports to sta- 
tions in Louisville, Tampa, Knox- 
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ville and Memphis, and to NBC-TV 
in New York. 

Fort Wayne After Dark was wreta- 
TV's contribution to versatile field 
news coverage. That Indiana station 
accompanied police in raids on 
gambling dens and houses of prosti- 
tution in Fort Wayne, and was cited 
for its contribution to public aware- 
ness of the problems faced by the 
police of that city in their job of 
law enforcement. 

WFBM-TV Indianapolis turned its 
cameras on another Indiana problem 
—narcotics. Working closely with 
police and narcotics agents, psy- 
chiatrists and public health officials, 
it helped point out that narcotics 
trafic was growing and that local 
enforcement agencies in the city 
seemed unable to cope with it. 

Three western stations and one in 
the east focused their lenses on 
alleged state and municipal corrup- 
tion. 

When a state audit charged gross 


The race for news 


Minute-by-minute, television follows the search, the suspects . 





mismanagement of funds by officers 
of the North Dakota Soldier’s Home, 
wpayY-Tv Fargo had its cameras ready 


to record the resignation of the 
Home’s Commandant and the picking 
of his successor. They also cov- 
ered the hearing that resulted from 
the charges. 

In Arizona, KGUN-Tv Tucson high- 
lighted a Grand Jury investigation of 
six persons accused of cheating the 
town government. KvoG-Tv Ogden, 
Utah, recorded a shake-up in that 
city’s administration. 


Political Payola 


In Boston, WHDH-TV sent its re- 
porters to investigate charges made 
by Massachusetts State Representa- 
tive Francis Perry that the director 
of the Public Works Dept. Water- 
ways Division, had signed several 
“sweetheart contracts” with his 
friends for a series of dredging op- 
erations. 

WHDH-TV offered the official time 






. . the inevitable capture 


to answer the charges against him, 
and interviewed engineers working on 
the projects to establish the need for 
them. The station also covered a 
hearing which was called to establish 
or refute the charges—and the sub- 
sequent ouster proceedings against 
the director. 

Here, the problem was not so 
much one of coverage as it was one 
of air time. 

“The biggest difficulty,” said direc- 
tor of television Leslie G. Arries, 
“was in giving equal opportunity to 
all involved, while at the same time 
exploring all facets of a very com- 
plicated situation.” 

In other parts of the country, tv 
newsmen braved floods and dust to 
bring stories of natural disaster to 
the screen. 

In Johnstown, Pa., a city which 
is no stranger to floods, WJAC-TV 
recorded the damage caused by two 
heavy rainstorms and _ subsequent 


(Continued on page %6) 






December 25, 1961, Television Age 25 





survey last spring of pilot-pro- 
A gram production showed at one 
point more than 120 different tele- 
vision series that had one or more 
films “in the can.” Additionally, the 
great majority of titles had signed 
contracts for future scripts, actors 
and production facilities—so that, if 
and when a network sale was made, 
they were ready to roll. 

Of the 120-plus programs, 19 got 
that network sale for the current 
season. 

A couple went into syndication. 

Most of the others, although still 
hoping for a last-minute reprieve in 
the form of a call from NBC-TV, 
CBS-TV or ABC-TV, have been writ- 
ten off as losses of anywhere from 
$50,000 to thrice that. 

The odds, then, appear to be 
roughly six to one against a new 
series being picked up for national 
showings. In actuality, they run much 
higher—what with a number of pro- 
grams being sold each year without 
a pilot being made, and many addi- 
tional pilots having been produced 


Better than half 
of new programs continue 
to fade each season, 


nine-year study reveals 
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after the initial count last spring. 
Even doubling the odds, making it 
12 to one against a sale, doesn’t 
guarantee that the producer turning 
out 13 prospective series will have 
one accepted. He can help himself 
somewhat by letting a network ac- 
quire an interest in his property, but 
there will still be no guarantee of 
network exposure: all three services 
have shown.a willingness to expend 
millions of dollars developing pro- 
grams that never appear on the home 
screens. 

Actual production of pilot films 
has declined in the recent past, to 
be sure. As costs of making a film 
have climbed, the trend has been 
toward mere presentation of script 
and idea, along with guarantees that 
certain performers are available, in 
an effort to entice network participa- 
tion in production expenses. How- 
ever, there has not appeared any 
dearth of program ideas offered for 
consideration, although the cost of 
even basic commitments on a show 
possibility can run several thousands 


of dollars. 

Obviously a market exists for new 
television programming each year— 
a market that justifies huge gambles 
and investments. 

And, according to an annual study 
made by the A. C. Nielsen Co. over 
the last nine years, that market for 
new programs has remained particu- 
larly stable since 1953. In other 
words, the three networks as a whole 
have scheduled an average of 44 new 
shows each season. During the past 
eight years, the average number of 
programs—both old and new—on the 
networks in prime time has been 115. 
Thus, 38 per cent of the program- 
ming available in any one season 
has been new—often making for 
increased viewer interest, for height- 
ened profits to various production 
firms and, in the opinion of many, 
for a great amount of waste. 

The annual discarding of two- 
fifths of a schedule that includes 
numerous programs already “ap- 
proved” by viewer and advertiser 
must be attributed, of course, to the 


familiar motive of intense network 
rivalry. So far as sponsor and at- 
home spectator are concerned, for 
example, this year’s Leave /t to Lucy 
may be just as good as last year’s 
Leave It to Lucy (which was just as 
good as Leave It to Lucy the year 
before), but for one reason or an- 
other the program is_ cancelled. 
Somehow the decks must be cleared 
for 40-50 new programs each fall, 
whether they’re needed or not. 

On an exact-count basis, the largest 
number of new shows to premiere 
in any one season was 51 during 
1957-’58. An increase of 10 programs 
over the previous season’s new-show 
total can be partially credited to an 
expanded ABC-TV schedule as it 
moved into full competition with its 
rivals. In 1959-60, the second-highest 
total of 50 new programs was reached 
in the period of drastic revamping 
following the quiz-show debacle of 
late °58. 

Except for these two seasons, as 
shown in the Nielsen data in table 1, 
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Of time and space in Bell science series . . . 
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Costly Telephone Hour sets soon replace rehearsal hall drabness 
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AT&T uses 

tv formula of 
music, science, news 
as public-relations 
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Commercials are practiced, too 














Answer for a giant 


n 1927, a small segment of the 
American public was treated to the 
electronic transmission of a postage- 
stamp-size picture between New York 
and Washington. It was the first pub- 
lic demonstration of television in this 
country, and although two months 
earlier in Scotland the “magic box” 
had been exhibited using radio facili- 
ties, it was unveiled here for the first 
time in the world using telephone 
lines. 

The historic occasion took place at 
the Bell Telephone Laboratories, the 
research facility of the sprawling 
American Telephone & Telegraph Co. 
Since then, of course, AT&T has 
been an important part of television’s 
development in everything from net- 
work cables to relay satellites, but it 
wasn’t until 1956 that the Bell System 
utilized commercial television as an 
advertising medium for its own wares. 


Many Faces 


The Bell System is made up of the 
parent company—AT&T, its manufac- 
turer and supplier—Western Electric, 
the wholly-owned research organiza- 
tion—Bell Laboratories, 23 associated 
companies that operate within one or 
more state lines, and the Long Lines 
department which ties the states to- 
gether for long-distance operation, 
provides overseas service and carries 
tv and radio programs on its net- 
works. 

Within this system AT&T is purely 
a staff operation. National television 
advertising is placed by the parent 
company, but all cost is pro-rated to 
the other companies. Any vacuum left, 
after AT&T’s national advertising, is 
filled by the individual Bell Tele- 
phone companies with local promo- 
tions, advertising and regional spot 





campaigns. In the first nine months of 
1961, AT&T’s gross time expenditure 
in network television was $1,328,490, 
according to the Television Bureau of 
Advertising, as compared to the 1960 
full-year total of $1,904,364. This 
latter figure was $406,190 higher than 
the 1959 total of $1,406,190. Includ- 
ing talent and production 
AT&T's total network investment is 
approximately $6 million. Spot tv 
placed by the associated Bell com- 
panies reached $5,661,300 in 1960, an 
increase of $624,329 from the year 
before. 


costs, 


Tint the Tunes 


Best-known to the mass viewing 
public of Bell’s television activity is 
probably the Bell Telephone Hour 
(NBC-TV) which is on approximately 
14 times bi-weekly from September 
through May. The outstanding char- 
acteristic of the Bell Telephone Hour 
is its insistence on using the best 
musical performers in their field. Also, 
the program is live (except when a 
performance has to be taped because 
a star has another commitment the 
day of the telecast). Since its start in 
1959, the Telephone Hour has been 
televised in color. In explaining the 
reason, Jack Howland, advertising 
manager of tv and radio for AT&T, 
said the company was confident that 
eventually most of the people in the 
country will own color sets. 

“Color makes such a difference in 
this kind of program,” said Mr. How- 
land, “adding to the value of both the 
show and the commercial, that it is 
worthwhile for us to use it. Also, it 
wouldn’t make much sense for one of 
the major contributors to the tele- 


(Continued on page 100) 
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“Now, Joe, if only 


you could polish oft 





my 


1|“Sure I have a problem. Listen . 
promoting an advertising medium like 
ours calls for dramatics. We blast out 
our one biggest sales point, loud and 
pretty — 


4|“Well, Mr. Smith, I don’t polish off 
many problems, but I shine up three 
agencies right across the street, and all 
the time, day or night, I see them looking 
up where they’re going to spend the 
money in a directory sort of thing —” 


big problem...” 


>= 


2|‘“—but as promotion manager I worry 
about not registering the eight other big 
points in our total sales story for an 
advertiser. We could be losing contracts 
to competitors who claim to have the 
other values. 


5|“Oh, sure, Joe, you mean SRDS. We 
have a smasharoo blurb in there on 
our main sales point same as — hey .. . 
that’s it! Why don’t I put all our good 
points in Standard Rate, right where 
they have to look when they’re compar- 
ing us with the competition. Thanks, Joe, 
you sure polished off a tough one for me.” 


3| ‘Actually we have stronger arguments 
on all eight angles than any competitor, 
but we can’t crowd ’em all into our im- 
pression ads. How can I plug this gap 
in my promotion plan, Joe?” 


6| With competent, strategically placed 
information in SRDS 


YOU ARE THERE 
selling by helping people buy 


SROS Cist 
Standard Rate NB PI 


& Data Service, Inc. 

the national authority serving the 
media-buying function 

C. Laury Botthof, President and Publisher 
5201 OLD ORCHARD ROAD, SKOKIE, ILL.-YORKTOWN 6-8500 
SALES OFFICES—SKOKIE, NEW YORK, ATLANTA, LOS ANGELES 
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Who Knows Programming? 


Oo” of the difficulties in reaching any intelligent con- 
clusion about the state of television programming 
today is that those exhibiting the greatest expertise know 
almost nothing about the nuts and bolts of programming. 
They come from almost every walk of life and are united 
only by a sureness about the rightness of their own opin- 
ions. 

The New York Times, for instance, has been close to 
useless in its reporting of television programs. The Times 
makes the primary mistake of assuming that American 
television viewers are Times readers. Its criteria for good 
television are simple: was the show pure? Was it in- 
offensive? It is also probable that Jack Gould will despise 
anything that is popular, as he despised Bing Crosby’s 
search for his forebears in the ABC special of December 
11th on a loose-knit junket around London. 

Very few in television, and no one constantly in the 
sweat of the program scramble, ever pays any attention 
to Jack Gould. He doesn’t understand the work he is do- 
ing, nor understand the needs of the people for whom 
the bulk of programming is built. He doesn’t give a 
damn for the public; nor a tin kopec for America’s semi- 
literate multitudes. For this reason his influence on tele- 
vision is zero, as was his influence, earlier, on radio. 

When John Crosby, on his Sunday night program a 
year ago, asked Herbert Mayes of McCall's Magazine 
why it didn’t carry better fiction, Mr. Mayes had an in- 
stant and honest answer: “Because we only get six or 
seven good stories a year!” 

Right there is a big clue to television’s problem. And 
it is meeting its problem better than the magazines. And 
meeting it oftener. No critic of television has acknowl- 
edged this. 

The trouble with television criticism is simple: the 
people who make a living out of pulling programs apart 
never had to put them together. 

In his frequently pietistic and continuously legalistic 
monody about television, Dean Roscoe Barrow—a con- 
sultant to the FCC—in a paper titled Non-Government 
Influences on Television Programming, quoted almost 
everything pure that he could get his hands on. This was 
quite a pile. His pages trailed foot-notes like Words- 
worth’s daffodils. The problem of creating programs does 
not seem to occur to him as a problem: it never wins his 
curiosity. Like all the other critics, Dean Barrow has 
pointed out the “scarcity of programs designed espe- 
cially for children.” (Just in passing, Dean, it isn’t a 
scarcity, it is an abundancy. We can argue its merits 
later but the fact of plenitude has been known since 
Rooty-Kazooty.) 

From a source of empyrean respectability ( a world’s 
champion anthropologist, no less) television was recently 
gladdened by a proposal of extraordinary freshness and 


A PROGRAM MAN’S .. . Viewpoin ts 






originality: don’t send your children to school anymore. 
Well, what will you do with them if you don’t send them 
to school? Leave them home. Let mothers teach their 
children. 

Why? Well, for one reason, children are already learn- 
ing map-reading better through tv weather-charts than 
their geography books are teaching it to them in class. 
This is the flat belief of Margaret Mead, an adventure- 
some and scholarly woman who has been studying the 
needs of people quite as long as Dean Barrow has been 
studying contracts. Anyone who has ever explored Dr. 
Mead’s Childhood in Contemporary Cultures would give 
her the edge over the Cincinnati Dean on such large con- 
cerns as “What's for dessert?” Or anything else of in- 
terest to children; or of compassionate, objective use to 
the problem of teaching children. 

Perhaps it is a good thing that television’s brass is 
once more going to be put on the pan. The question 
of the right of some of these interrogators to interrogate 
might be a proper question. It is suggested that no man 
has a right to grill these witnesses if he doesn’t know 
anything whatever about television programming. There 
are basic questions which the network presidents might 
very much like to put to Washington. Here are three: 

If programming is improved, who is going to acknowl- 
edge that it has been improved? 

Who, exactly, is it who is going to be improved by 


this “improvement” ? 
And last: What shows does who think are not good 
for what people, and why? 





There is never going to be any improvement, no mat- 
ter how highly placed the questioners nor how highly 
paid the respondents, until programs are discussed by 
people who know programs. 

But wait, you say. The improvement has taken place 
—and has been acknowledged by no less a highly placed 
questioner than the FCC chairman himself, who cited 
three specials (run simultaneously on each network) as 
evidence. Evidence of good programming it surely is— 
but evidence of better programming? Ah, that’s something 
else. Is it better, for example, than thousands of DuPont, 
Hallmark, CBS Reports, Close-Up, Judy Garland, See It 
Now and other programs television presented in the past? 
Or, isn’t it just further proof that the medium can and 
will and does present great shows when and as often as 


it finds them.—GBR 
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Film Report 





FIVE FOR PRICE OF FIVE 

If you're thinking of saving on 
talent payments by having one actor 
double up on a couple of parts, forget 
the whole thing. The L. C. Gumbinner 
agency currently has a one-minute 
film running in New York, Chicago 
and Miami that employs one talented 
guy—Ken Harvey—in five parts, but 
not a penny was saved. “Actually,” 
said the agency’s vice president and 
tv-radio director Paul Gumbinner, 
“the spot was more expensive to pro- 
duce than if we’d used five different 
people.” 

Why, then, have the solo actor play 
a “uniformed admiral of the Royal 
Danish Navy,” a “distinguished, eld- 
erly Dane,” a sort of Whistler’s 
Mother, a Madison Avenue ad-man 
type and himself—all toasting the 
merits of Browne-Vintners’ Cherry 
Kijafa wine? Why not save a buck 
and give five actors jobs? “Because 
the commercial wouldn’t have been as 
distinctive, nor as much fun,” said 
Mr. Gumbinner. Shot at New York’s 
VPI Productions, the spot cost money 
when a closing scene—in which Mr. 
Harvey appears simultaneously in his 
five guises—necessitated a complex 
set-up and optical effect. Additionally, 
costume changes and such meant 


shooting could not be continuous. 

Admittedly going after the kind of 
comment that Alec Guinness got in 
“Kind Hearts and Coronets,” the 
agency thought one actor in five parts 
would cause talk—but had some fear 
that the average viewer might not 
notice the characters were all one and 
the same. Hence, the appearance of 
the spot’s star “in drag” midway in 
the film. (Versatile he may be, but 
Whistler’s Mother he ain’t.) A check 
of viewers during the early showings 
of the film in its pre-Christmas sched- 
ules indicated they got the gag. Also 
to be hoped by agency and client, as 
Cherry Kijafa makes its tv bow, is that 
they got the product. 


TAPE, Si, SI 

Telesistema Mexico’s 
major tv network and reportedly the 
world’s largest privately-owned video 
tape operation, recently took posses- 
sion of the first Videotape cruiser sold 
by Ampex Corp. outside the U. S. 
Don Emilio Azcarraga, president and 


Mexicano, 


general manager of Telesistema, indi- 
cated the network will lease the 35- 
foot long, custom-made coach to other 
tv networks and companies shooting 
programs, newscasts or commercials 


in Mexico. Specifications and equip- 





Will the real Ken Harvey please stand up? He’s (at right), and also 


lal 





standing at rear and sitting in the four characterizations played for Browne- 
Vintners’ Cherry Kijajfa wine. VPI Productions did the minute for L. C. 


Gumbinner agency. (See above.) 
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ment of the cruiser include air-condi- 
tioning, two Marconi Mark IV cam- 
eras, monitors and a complete audio 
system, in addition to an Ampex VR- 
1001A Videotape tv recorder equipped 


with Intersync tv signal synchronizer. 


ECONOMEE RECORD 

Closing out the year, Economee 
Television Programs reported the 
greatest volume of sales in its seven- 
year history, and an increase of 47 per 
cent over last year’s previous high. 
Although it currently handles more 
than 20 separate re-run programs, the 
firm continues to put the greatest 
credit for its success on the wide ac- 
ceptance of those perennial favorites, 


Highway Patrol and Sea Hunt. 


TAC TACTICS 

KOGO-TV San Diego, WFBM-TV In- 
dianapolis and WFLA-TV Tampa-St. 
Petersburg are the latest stations to 
join Television Affiliates Corp. TAC, 
organized for the purpose of exchang- 
ing high quality, locally produced 
shows among tv stations throughout 
the U. S., has more than 30 programs 
currently available to member stations 
in its library, and will offer more than 
100 programs during 1962. Koco-TVv 
will submit several programs shortly, 
said station executive vice president 
William E. Goetze, with one documen- 
tary being a story of the famed ocean- 
scanning bathyscaph of the San Diego 
Naval Electronics Laboratory. WFLA- 
TV has submitted several programs for 
possible inclusion in the TAC library. 

wtvj Miami was recently notified 
that its half-hour show, A Question of 
Survival, had been accepted by TAC 
for inclusion in the library of program 
offerings. The WTVJ program covered 
the topic of fall-out shelters, yes or 
no? 


MONEY MATTERS 
Screen Gems, 


publicly - held 


Inc., at its first 
annual stockholders 
meeting, reported gross income for the 
first quarter of the fiscal year, July 1 
through Sept. 30, of $7,448,000, as 
against $6,218,000 in the same 1960 
period. Net income for the quarter 





am 





totaled $341,735, equivalent to $.13 a 
share, based on 2,538,400 shares out- 
standing. This compares with $152,- 
545, or $.06 a share in the first quar- 
ter of last year for the same number 
of shares. For the benefit of share- 
owners, it was pointed out that the 
nature of the television industry makes 
the second-through-fourth quarters by 
far the most productive from the 
standpoint of revenue. In other words, 
although SG did well in its first quar- 
ter, it looks to even better earnings in 
the rest of the year. 

Columbia Pictures Corp., the Screen 
Gems parent, similarly reported earn- 
ings of $1,242,000, or $.80 per share, 
for the first fiscal quarter. This com- 
pares with the preceding year’s first- 
quarter results of $510,000, or $.30 
per share. The progress of Screen 
Gems, in which Columbia has an 89- 
per cent stock interest, and the success 
of the feature film, The Guns of Nava- 
rone, were cited as attributing greatly 
to the company’s improved perform- 
ance. 

MCA, Inc., signed an agreement to 
acquire through an exchange of shares 
100 per cent of the outstanding stock 
of Columbia Savings & Loan Associa- 
tion, a Colorado state-wide savings in- 
stitution with deposits of $52 million. 

Trans-Lux Corp., parent company 
of Trans-Lux Television, declared a 
$.10-per-share regular quarterly divi- 
dend to be paid at year-end to stock- 
holders of record as of Dec. 15. 


“PM EAST’ GOES SOLO 


Although some of the initial reviews 
by various newspaper tv columnists 
were more friendly to PM West, the 
latter 30 minutes of the 90-minute PM 
East-PM West tandem, than to its 
lead-in, WBC Productions, Inc., an- 
nounced that the west-coast effort 
would end after Feb. 2. 

The problem, according to Richard 
M. Pack, vice president-programming 
for the Westinghouse Broadcasting 
Co., was that two programs of differ- 
ent style, personality and mood, 
bracketed back-to-back in a late-night 
time slot simply didn’t work out. “One 
continuous show,” he said, “will have 
a unity, style and thrust . . . and will, 
in addition, simplify difficult technical 
problems of production.” 
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Filling the 30 minutes formerly oc- 
cupied by PM West will be an ex- 
panded PM East, continuing to star 
Mike Wallace and Joyce Davidson. 
The single program—in reference to 
those production problems noted by 
Mr. Pack—will eliminate difficulties 
encountered in dubbing, taping and 
distributing two shows from two cities 
at opposite ends of the country. 

Having found itself a new tv per- 
sonality, WBC will not let Terrence 
O’Flaherty escape. The firm plans to 
use his services as host of a new half- 
hour daytime show, to be taped and 
syndicated from San Francisco early 
next year to the five Westinghouse 
stations and others. He will also ap- 
pear as guest host on PM East’s occa- 
sional junkets to cities outside New 
York for origination. 

Latest station to sign for the late- 
night WBC series is KRNT-TV Des 
Moines, which has been carrying 
NBC-TV’s Jack Paar Show in the time 


period. 


AWARDS AWAY! 


A seven-man committee was dele- 
gated to handle details of the banquet 
program next Feb. 13 at the Holly- 
wood Palladium when the 1961 Inter- 
national Broadcasting Awards presen- 
tations are made. IBA trophies will 
be presented to winners in 25 cate- 
gories of tv commercials and 15 
classes of radio commercials. A recent 
check showed 11 foreign countries 
planning to submit tv and radio en- 
tries to the contest, with 1,287 tele- 
vision entry-blanks requested in all 
from both foreign and domestic appli- 
cants. 

On the program committee are: 
Fred Brogger, producer, Needham, 
Louis & Brorby, who serves as chair- 
man; Tim Scott, Young & Rubicam; 
Fred MacKaye, Benton & Bowles; 
Robert Stefan, BBDO; Cal Kuhl, J. 
Walter Thompson Co.; Dave Hanson, 
Leo Burnett Co., and William Gaye, 
McCann-Erickson. 

WCD, Inc., studio is the New York 
judging center for the 1961 IBA com- 
petition, which is sponsored by the 
Hollywood Advertising Club. 

U. S. entries in the Second Inter- 
national Tv Festival of Monte Carlo, 
to be held Jan. 6-14, are: “People 
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Need People,” a production on Alcoa 
Premiere; David Brinkley’s Journal; 
two programs—‘“Graduation Dress” 
and “Memory in White”—from Gen- 
eral Electric Theater; Mister Ed; 
“Black Monday” and “The Iceman 
Cometh” from Play of the Week; The 
Shari Lewis Show and a Twilight Zone 
episode, “A Private World of Dark- 
ness,” by Rod Serling. Among the 
jurors on the Festival board are Mar- 
cel Pagnol, of the Academie Francaise, 
Luigi Ammanatti, president of the Ex- 
perimental Center of the Italian Mo- 
tion Picture Industry, playwright 
Paddy Chayefsky and lyricist Alan 


Jay Lerner. 


AND OVERSEAS ... 


CBS Films, Inc., set sales of a dozen 
film series — including Our Miss 
Brooks, Rawhide, Phil Silvers Show, 
etc.—on 13 new stations in Australia. 
Two or three of the stations hoped to 
get on the air this month, while the 
remainder plan 1962 openings. Ac- 
cording to Ralph Baruch, international 
sales director for CBS Films, his com- 
pany is the first American firm from 
which the “country” stations pur- 
chased program material. 

The newly-organized R. A. S. Broad- 
casting, Damascus, Syria, also made 
a buy from CBS Films, acquiring 19 
program series. Among the titles: 
Conquest, Annie Oakley, You Are 
There and Mighty Mouse. 

The British Actors Equity strike 
against the commercial tv networks in 
England was reported giving the BBC 
an opportunity to employ some of 
Britain’s top tv stars for the first time, 
according to MGM-TV. The produc- 
tion firm lined up a number of 
ordinarily-unavailable guest stars for 


its Zero One adventure series, pro- 
duced in partnership with the BBC. 

Merle S. Jones, president, CBS Tele- 
vision Stations, recorded a taped wel- 
come to Eastern Nigeria as a sub- 
scriber to CBS Newsfilm. The message, 
to be played on the African country’s 
tv system, was supplemented with still 
photos of the newsfilm crews at work. 


PEOPLE IN PLACES 


Ed Seeman, animation director with 
credits including work for Elektra 
Films, Pelican, Pintoff, Bill Sturm and 
others, joined Gryphon Productions, 
Inc., New York, as a partner with 
Ray Favata, president of the anima- 
tion studio. Prior to their partnership, 
Messrs. Favata and Seeman were 
closely associated on a number of 
commercial projects involving special 
emphasis on the humorous approach 
in animated films. ... Armand Acosta, 
graphic designer, joined Modern Film 
Effects, Hollywood, to take charge of 
title and creative design projects uti- 
lized by the film and tv industry. 

Hershel Harris was appointed gen- 





MR. HARRIS 


eral manager of Independent Televi- 
sion Corp. of Canada, Ltd., moving up 
to his new position after having served 
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as sales manager of the ITC Canadian 
office for the past six months. Pre- 
viously, he was in charge of national 
. - James Rusk, 
writer of a series of musical revues at 
Northwestern University and else- 
where, joined Phil Davis Musical En- 


terprises, Inc., on the creative staff. 


sales for the firm. . 


Peter Cary joined Desilu Sales, Inc., 
as western division sales manager. He 
was an account executive in the west 
coast office of Screen Gems for the 
past seven years. . . . Jerry Liddiard, 
previously with Guild Films, moved to 
TeleSynd, 
Corp., as an account executive. He 
will handle Lone Ranger sales in the 
company’s western division, working 


a division of Wrather 


out of Los Angeles. 

Harry Novick was appointed book- 
ing and operations manager of Jayark 
Films, moving to the handler of Bozo 
the Clown and other shows from a 
post in the booking department of 
U.A.A. .. . Elliot W. M. Bennett, in- 
dustrial sales and promotion director, 
and Robert C. Bennett, creative direc- 
tor—both formerly with MGM-TV— 


were the first to join Columbia-Screen 


Gems’ commercial and industrial unit 
as that company moved to add key 
personne! made available through 
MGM.-TV’s decision to discontinue tv 
commercial and industrial film pro- 
duction. Other former MGM people 
are expected to be added to Colum- 
bia’s rosters. 

Philip Fraas, Dick De Maio and 
Charles Reinhard were placed in new 
studio supervisory capacities at Video- 
tape Productions of New York in the 
wake of “substantial increases in com- 
mercial and program production.” 
Mr. Fraas, formerly with WNEW-TV 
New York, and Mr. De Maio, previ- 
ously a producer at Product Services 
agency, were named unit managers; 
Mr. Reinhard, formerly a lighting 
director with CBS-TV, was named 
head of the video-tape firm’s lighting 
department. 

Bruce Henry, screenwriter on nu- 
merous Hollywood features, Chet 
Huntley specials and with such firms 
as Wilding Pictures and the Jam 
Handy organization, joined Fred A. 
Niles Communications Centers, Inc., 
as creative director. 











ELEKTRA FILMS 
INVITES YOU TO VIEW 


LITHO 


A MOTION PICTURE PRODUCED FOR THE 
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STATIONS ON FILMS 

wBns-Tv Columbus, O., reports gold 
in the policy of pre-empting regular 
network offerings and scheduling late- 
release features on Thursdays from 8 
to 10 p.m. Eight O’Clock Theatre pre- 
miered in October and has been more 
than holding its own against stiff net- 
work competition. 

WTCN-TV Minneapolis added the 
275-films post-’"48 package of Screen 
Gems-Columbia Pictures features to 
its library. The features will be shown 
on Premiere!, Monday and Fridays at 
7:30 p.m. 

WKRC-TV Cincinnati has scheduled 
39 post-’°50 Warner Brothers features 
from Seven Arts, Associated, on its 
Movie of the Week series, Friday 
nights, beginning Jan. 5. New titles 
acquired in the buy include A Star Is 
Born, Rebel Without A Cause and 


Strangers on a Train. 


SALES MARKS 

Entering its fourth year in syndica- 
tion next month, Bozo the Clown— 
out of Jayark Films Corp.—has 
chalked up some enviable far-in- 
advance renewals. wcco-Tv Minne- 
apolis and WHDH-TV Boston signed 
again for the series 16 months in ad- 
vance of expiration date on their cur- 
rent contracts, WCKT Miami signed 13 
months before expiration and KTLA 
Los Angeles re-bought six months in 
advance. “Without exception,” says 
Jayark general sales manager Harvey 
Victor, “in the current sales campaign, 
every station purchasing the original 
Bozo cartoons has renewed its broad- 
casting contract.” Some 52 new car- 
toons were recently added to the exist- 
ing library of 156. 

wrc-Tv Washington, the NBC o-&-o 
in that market, and four other stations 
took on the Seven Arts “Volume II” 
feature film package, making a total 
of 80 markets in which the motion pic- 
tures are seen. KROC-TV Rochester, 
Minn., KSL-Tv Salt Lake City, KBOI-TV 
Boise and KJEO-TV Fresno were the 
four other stations acquiring the pack- 
age. Additionally, wrc-Tv Washington 
and KREX-TV Grand Junction, Colo., 
bought four and 15, respectively, of 
Seven Arts’ “Special Features,” while 
wJac-Tv Johnstown, Pa., became the 
17th station signed for SA’s 191 
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Looney Tunes cartoons. 

Radio and Television Packagers, 
Inc., has already listed wrcv-Tv Phila- 
delphia, wor-tv New York, WGN-TV 
Chicago, CKLW-TV Detroit and KHJ-TV 
Los Angeles among the initial signers 
for its third group of 104 “Cartoon 
Classics.” Highlights of the series are 
numerous episodes, informative as 
well as entertaining in nature, of 
Journey to the Beginning of Time and 
The Underseas Explorers. 

Since it was first offered for sale in 
mid-November, Danger Man—out of 
ITC—was grabbed up by stations in 
63 markets. Among the latest buyers 
are KJEO-TV Fresno, KERO-TV Bakers- 
field, KovR Stockton, KviP-Tv Red- 
ding, KviQ-Tv Eureka, WLBW-TV 
Miami, wcco-tv Minneapolis, KTHV- 
Tv Little Rock, KTAL-tv Shreveport, 
wJTtv Jackson, Kvul-Tv Amarillo and 
KEZI-TV Eugene. 


HOW THEY’RE DOING 

Currently leading all shows in its 
8-8:30 a.m. time strip, Little Rascals 
was renewed for two years by WABC- 
Tv New York. The first Arbitron re- 
port for December gave the show a 
4.1 rating, with 10.5 per cent of sets- 
in-use. The New York renewal kicks 
off a new syndication drive in all terri- 
tories, announced Seymour Reed, 
president of Official Films, which dis- 
tributes the program. 

Play of the Week on WMAL-TV 
Washington leads the competition 
with a 34-per-cent audience share, ac- 
cording to the latest October ARB 
report, notes NTA. The series boosted 
the station from third to first place, 
and holds its audience throughout the 
length of the two-hour telecast: rating 
for the last quarter-hour at 1:15 a.m. 
was 9.0; for the first quarter-hour at 
11:15, the rating was 10.0—a differ- 
ence of one point. Similarly, on Kcop 
Los Angeles, the series was noted as 
the highest-rated show on the station. 

Top Ten Dance Party, a live teen- 
age series produced by Alan Sands 
for Victor & Richards, added a co- 
sponsor for its Saturday telecasts on 
WJBF-TV Augusta. J. B. White’s, the 
market’s largest department store, is 
now splitting the bill with Royal 
Crown Cola. 


RESEARCH ROUND-UP 

A special study by ARB for Seven 
Arts Associated Corp. shows that post- 
°50 feature films in many markets are 
actually increasing sets-in-use. For ex- 
ample, in New York, a post-’50 fea- 
ture on WNBC-TV’s Movie Four in- 
creased average quarter-hour sets-in- 
use some 20 per cent from 11:15 p.m. 
to midnight over the figures recorded 
for the same period the previous Sat- 
urday. In San Diego, Koco-TV in- 
creased sets-in-use for two weekend 
time slots: a post-’50 feature on Fri- 
day at 7 p.m. raised sets-in-use 12 per 
cent, and a similar film presentation 
on Sunday at 11 p.m. caused a 14-per- 
cent increase, October over March. 

In a study at year-end of its first- 
run syndicated entries, Ziv-UA 
pointed pridefully to the fact that at 
least two of its five new properties were 
placed on a single network o-&-o sta- 
tion in New York, Los Angeles, Phila- 
delphia and San Francisco. Four of 
the series are represented, first-run, on 
the three network flagship stations in 
New York. In all, Ripcord, Ever- 
glades, King of Diamonds, Miami 
Undercover and the just-released Key- 
hole are showing on 330 stations, in- 
cluding 75 per cent of the network 
o-&-0’s. 


CBC INTERTEL EFFORT 

The first program produced for In- 
tertel by the Canadian Broadcasting 
Corp., Don’t Label Me, gets showings 
this month and next throughout the 
U. S. on the ABC-TV owned stations 
in New York and Los Angeles, woop- 
TV Grand Rapids, KcRa-Tv Sacra- 
mento, WXYZ Detroit and the five 
Westinghouse outlets, among others. 





Tv Commercials 


AMERICAN FILM 
PRODUCERS 


Completed: Westinghouse Electric Corp. 
(institutional, Televex, program opening & 
closing), M-E; Humble Oil (Esso gasoline, 
Uniflo motor oil), M-E. 

In production: Westinghouse Electric Corp. 
(institutional), M-E; Coca-Cola Co. (Coca- 
Cola), M-E 


BANDELIER FILMS, INC. 


In production: M. J. Holloway & Co. (Slo- 
Poke, Suckers, Milk Duds, Hi-Noon), 
EWR&R. 


CRISTAL ANIMATION, INC. 


Completed: B. Rickenback Co. (Red Cheek 
apple juice, apple sauce, Applberry sauce) , 
Allston, Smith & Somple; Freedomland 
(promotional), Cole, Fischer & Rogow; 
Penn Dairies (ice cream), KHCC&A. 

In production: Bakers Franchise Corp. 
(Lite Diet bread), Mogul, Williams & Say- 
lor; Royal Bedding Co. (Restonic mat- 
tresses), Farnol Adv. 


D. & R. PRODUCTIONS 


Completed: Alcoa (pouches, economy wrap, 
Xmas trees, gift wrap), KM&G; H. P. 
Hood & Sons (ice cream), K&E; Gulf Oil 
(Gulf Spray), EWR&R; Kmsp-tv Minneap- 
olis (promotional), Knox Reeves; General 
Electric (appliances), Maxon. 

In production: Mercury Div., Ford Motor 
(Mercury-Monterey), K&E; Savings Bank 
Assn. of New York (savings banks), B&B. 


DOLPHIN PRODUCTIONS 


Completed: Quaker Oats (Puss ’n’ Boots), 
Lynn Baker; M. Hohner Inc. (Melodica), 
Smith & Dorian; Roselux Chemical Co. 
(Rose-x-all-purpose cleaner), Chalek & 
Dreyer; Capital Cities Broadcasting (pro- 
motional), direct; Peter Pan Foundations 
(Peter Pan Circle Line bra; opening & 
closing of Rudolph Valentino Show), Ben 
Sackheim. 

In production: Tip Top Prod. Co. (Curl-0- 
Matic), Ben Sackheim; KpKAa-Tv Pitts- 
burgh, wjz-tv Baltimore, KYw-tv Cleveland 
(ID's), Westinghouse Best.; Destination 
Munich (West German Gov't. and U. S. 
Gov't. informational film), direct. 


FERRO, MOGUBGUB & 
SCHWARTZ, INC. 
Completed: Red-L-Foods Corp. (Red-L 


seafood), Smith/Greenland; Lufthansa Air- 
lines (flight), Herbert Lamnard; Dixie 
Cup (dispenser), Hicks & Greist; CBS 
(opening for Twilight Zone), direct; John- 
son & Johnson (Arrestin), N. W. Ayer; 
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Hicks & Greist (opening), direct; General 
Foods (Post Treat Pak), B&M; Ford 
Motor (Falcon, Fairlane), JWT. 

In production: American Gas Assn. (Amer- 
ican Gas), L&N; Johnson & Johnson (Ar- 
restin), N. W. Ayer; El Producto Cigar Co. 
(La Palina), Compton. 


FILMFAIR 


Complete: Campbell Soup Co. (beans & 
franks), NL&B; Malt-O-Meal), C-M: Mfrs. 
Nat'l. Bank (bank service), ae 
Doner; Northwestern Mutual (insurance), 
MMH&H; Matson Navigation Co. (ocean 
travel), F&S&R; Max Factor (lipstick & 
nail polish), Carson/Roberts; Bank of 
America (Bankamericard), J&L; Procter 
& Gamble (Jif peanut spread), Gardner; 
Mattel (toys), Carson/Roberts; Best Foods 
(Skippy peanut butter), GB&B; Gold 
Seal (Mr. Bubble), C-M; McCulloch 
Corp. (chain saws), F&S&R; Standard Oil 
(gasoline), D’Arcy; Miles Laboratories 
(Alka-Seltzer), Wade; Fairfield Labora- 
tories (professional aspirin), F&S&R 

In production: Armour Co.-Grocery Div. 
(Chiffon), FC&B; Kraft Food (Treets), 
FC&B; Raytheon (Missile Test Center), 
F&S&R; Great Western Saving (banking), 


DDB; Max Factor (cosmetics), Carson/ 
Roberts; Bank of America (credit cards), 
J&L. 


FILMACK STUDIOS 

Completed: Seyfert Foods (Slimline potato 
chips), WKJG-TV; Nat'l. Conf. of Christians 
& Jews, William Harris; Easter Seal 
















Advertising Directory 
of TV SERVICES 


FILM EQUIPMENT 


















CAMERA EQUIPMENT CO., INC. 


315 West “—< — New York 36, N. Y. 
6-1420 
LIGHTING “EQUIPMENT 
Motion picture and television equipment 
ati - + + film editing equip- 


‘ment . pr 
RENTALS — SALES — SERVICE 
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CHARLES ROSS, INC. 
333 West 52nd Street, New York 19, N. Y. 
Circle 6-5470 
LIGHTING, GRIP EQUIPMENT, 
PROPS AND GENERATORS 
For Motion Pictures and Television 
SALES @ SERVICE @ RENTALS 


















FILM STRIP LABS 





MANHATTAN 
COLOR LABORATORIES, INC. 
SERVING ee 
wit 
FILM STRIPS and SLIDES 
CALL TR 3-1919 
210 West 65th St. New York 23, N. Y. 
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Lee Madden; Fan- 
(Fannie May candy), 
Wade; Cotton States Insurance (insur- 
ance), McRae & Bealer. 

In production: Emge Meats (Emge meats), 
Ruben; Red Ball, Red Carpet Service 
(moving), Ruben. 


KEITZ & HERNDON 
Completed: Cain’s Coffee (coffee), 
Runkle. 

In production: Humble Oil & Refining Co. 
(gasoline); M-E; Dr. Pepper Co. (soft 
drink), Grant; Dean’s Milk (milk), Clin- 
ton E. Frank; Kitty Clover Potato Chips 
(potato chips), Allen & Reynolds; National 
Cotton Council (cotton & cotton products), 
direct; TexaSweet (grapefruits), Glenn. 


PAUL KIM-LEW GIFFORD 


Completed: Warner-Lambert (Fizzies), 
Lambert & Feasley; General Mills (Trix), 


(Easter Seal Appeal), 
nie-May Candy Co. 


Lowe 


D-F-S; Post Div., GF (Alpha Bits), B&B 
Brillo Mfg. Co. (Paddy), JWT; Ford 
Motor (Comet), K&E; Ford Motor (Gal- 
axie, Fairlane), JWT; Sandura Corp. 
(Sandran), Hicks & Greist; American 
Motors (Rambler), GMM&B. 


In production: NASA (Project Mercury), 
direct; Lever Bros., Canada (Sunlight 
cleanser), BBDO; American Machine & 
Foundry (pinspotters), C&W; Rainier 
Brewing Co. (beer), DDB; Scott Paper Co. 
(Scotties), JWT; Lever Bros. (Surf), 


BBDO; Armstrong Cork Co. (One-Step), 
BBDO. 

WM. LA CAVA ASSOCIATES 
Completed: Cities Service (gasoline), 


L&N; Johnson & Johnson (powder) ; N. W. 
Ayer; Colorforms (toys), Kudner; Good- 
year (Weathercote shoe covering) , Kudner; 
Coca-Cola (Coca-Cola), M-E; Lucky Lager 
(beer), M-E; Del Monte (food), M-E; 
Warner-Lambert (Listerine antiseptic), 
Lambert & Feasley; Steamstir (cooker), 
Boland Assoc.; Standard Oil (oil), M-E. 


PANTOMIME PICTURES 


Completed: Archway Baking Co. (cookies), 
Norman, Navan, Moore, Marineau & Baird, 


Inc.; American Crystal Sugar Co. (sugar), 
W. A. Krause; Pillsbury (Ballard flour), 
C-M. 


In production: Jos. Schlitz Brewing Co. 
(Old Milwaukee beer), Post & Morr; State 
Farm Insurance Co. (auto insurance), 
NL&B; Rexall Drug Co. (sales film), 
BBDO. 


PECKHAM PRODUCTIONS 


Completed: Pressman Toy Corp. (Look ’n’ 
Laff funhouse mirror, Roger Maris Action 
Baseball), Crestwood; G. R. Kinney Corp. 
(shoes, gifts), Frank B. Sawdon; Harvell- 
Kilgore (Harvell Hostess grill), Frank B. 


Sawdon. 

In production: Lowell Toy Mfg. Co. 
(Skoop), Atlantic/Bernstein; Merry Mfg. 
Co. (Merry animals), Ted Menderson; 
Corp. (Counting jump 
rope), Crestwood. 


PINTOFF PRODUCTIONS 
Completed: Standard Oil (Esso), M-E; 
U. S. Steel (steel), BBDO; Texaco, Inc. 





(Texaco), C&W; Minute Maid Corp. 
(orange juice), Ted Bates; Reynolds Metal 
Co. (aluminum), L&N; S. C. Johnson & 
Son (wax), B&B; American Tobacco 
(Lucky Strike), BBDO; American Gas Co. 
(gas), L&N; Procter & Gamble (Charmin), 
B&B; Nestle Co. (Nestle chocolate), M-E; 
Paper Mate Co. (Paper Mate pens), FC&B; 
American Oil (Amoco), D’Arcy; Ford 
Motor (Ford), JWT; Derby Foods (Peter 
Pan peanut butter), M-E; AT&T (tele- 
phone), N. W. Ayer; Electric Auto Lite 
Co. (car batteries), BBDO. 

In production: Miles Laboratories (Alka 
Seltzer, Tabcin), Robert Otto; General 
Mills (Goodness Pack), D-F-S; American 
Bakeries (Taystee bread), Y&R; Drewry’s 


Beer (beer), MacFerland, Aveyard; Re- 
ligious Overseas Aid, FRC&H; Paper 
Plays (toy), Ward & Saks; Pontiac Div., 


GM (Pontiac) . Mac Manus, John & Adams; 
National Guare, FRC-&H; American Cancer 
Society, direct: G-:neral Motors (automo- 
biles), D-F-S; Sealtest Foods (ice cream), 
N. W. Ayer; iord Motor (automobiles) , 


JWT; McCormick & Co. (tea), 


SOUNDAC PRODUCTIONS, 
INC, 


Completed: Rural Electric Cooperatives 
(electric company), direct; Kcrc-tv Cedar 
Rapids, Iowa (news package), direct. 

In production: Security Federal Savings 
(banking), Noble-Dury; Century 21 
World’s Fair), direct; Appalachian Power 
Co. (electric clothes dryer), Houck & Co.; 
H. & C. Coffee (coffee), Houck & Co.; 
wsoc-tv Charlotte, N. C. (news openings), 
direct. 


TELEVISION BROADCASTING 
SERVICE, INC. 

Completed: Greene County Resort 
(resort), direct; Hans Holterbosch, Inc. 
(Lowenbrau beer), direct; Refined Syrups 
& Sugars, Inc. (sugar), direct; Yonkers 
Chamber of Commerce (promotional), di 
rect; Graphite Metalizing Co., direct; 
Phelps Dodge, direct; Dellwood Dairy 
(dairy products), direct; Motel in the Sky 
(resort), direct; Tuckahoe Motel (resort), 
direct; New York State Thruway, direct. 

In production: Dellwood Dairy (cheese), 
direct; New York State Thruway, direct; 
Motel in the Sky (resort), direct; Motel on 
the Mountain (resort), direct; Concord 
Hotel (hotel), direct. 


TV SPOTS, INC., Div. of 
Creston Studios 

Completed: Quaker Oats (Life cereal), 
JWT; Lever Brothers (Pepsodent), FC&B; 
Bell & Howell insert (camera & projector), 
Jerry Fairbanks; General Mills (Frosty-O’s 
cereal), D-F-S 

In production: Stroh Brewery (beer), Zim- 
mer, Keller, Calvert. 


VIDEOTAPE PRODS. OF 
NEW YORK, INC. 

Completed: Armstrong Cork Co. (institu- 
tional), BBDO; Studebaker-Packard Corp. 
(Studebaker cars), D’Arcy. 

In production: Coats & Clarks Sales Corp. 
(clothing materials), F&S&R; General 
Mills (mixes), BBDO. 


Assn. 











OPENINGS AND ENDINGS 


Recently recorded by 42 piece orchestra ® Dramatic and power- 
ful in mood and intensity © Ranging from 20 to 25 seconds 
each ® Ideal for TV, film and filmstrip productions ® Only 
$100.00, all dubbing rights included. 

ALSO AVAILABLE: Special packages of Marches and Incidental Music. 


H-R PRODUCTIONS INC., 17-E East 45th St, New York 17, N. Y. Oxford 7-0725 
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TELEVISION AGE 


estoil Products Inc., the house that 
L spot built, goes network for the 
first time in 1962 to promote its prod- 
ucts — LESTOIL liquid detergent, 
LESTAIRE bleach and new instant 
spray starch—on a nation-wide basis, 
but spot continues to get the lion’s 
share of the television budget. 

As announced recently, the spot 
budget for 1962 will be in the neigh- 
borhood of $4.5-million, with the com- 
pany also allocating $1.8-million for 
participations in 12 network programs 
on NBC-TV and ABC-TV. Day and 
night schedules are to start shortly 
and run into May, at which time addi- 
tional purchases will be made, said 
marketing director Edward J. Fred- 
ericks, 

At press-time, spot details were not 
yet set, although the campaign will 
probably be an extension of earlier 
schedules, which called for prime and 
non-prime minutes in better than 75 
markets in eastern and midwestern 
states and the west coast. 

Because of its participation in such 
network programs as NBC’s Dr. Kil- 
dare, Laramie, Say When, Jan Murray 
Show, Young Dr. Malone, Our Five 
Daughters and Here’s Hollywood and 
ABC-TV’s The Untouchables, Ben 
Casey, Adventures in Paradise and 
Hawaiian Eye, Lestoil will be putting 
less money into spot than it did in 
previous years ($9,961,120 in 1960 
and $4,498,600 as of the third quarter 
of 1961). 

But the fact remains that without 
spot, Lestoil would not have had the 


a review of 


current activity 


in national 
spot tv 


capacity to “go network” at all, or to 
expand from a regional advertiser in 
27 states to one which plans to sell in 
all 48, and eventually in Hawaii and 
Alaska. 

The decision to present Lestoil 
products nationally through network 
participations marks still another step 
in the sales approach the company has 
used since it first appeared on tv in 
1954. 

When, for instance, it became ap- 
parent to the company in 1959 that it 
was starting to be outflanked in its 
own New England bailiwick by its 
primary competitor, P&G’s Mr. Clean, 
it decided to buy spot time for “im- 
pact” rather than for “frequency”. 
Accordingly some $6 million was put 
into early evening time slots wherever 
possible. 

The decision to cancel adjacencies 
to morning and afternoon children’s 


programs in favor of high-rated eve- 





Joe Sullivan, who recently joined 
BBDO as media supervisor, oversees 
the Air France account, and others. 
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ning programs (77 Sunset Strip, The 
Untouchables, Wagon Train) paid off 
handsomely. 

“We discovered that kids don’t buy 
detergents,” Daniel E. Hogan Jr., 
president of the company, remarked 
at the time. 

In announcing Lestoil’s current 
plans, Mr. Hogan pointed out that the 
network approach “represents the 
next logical step in the growth and 
expansion” of the Holyoke, Mass., 
company. Charles J. McCarthy, vice 
president in charge of sales, plotted 
time schedules for the various media. 

Sackel-Jackson Co.. Boston, is the 


Lestoil agency. 


Among current and upcoming spot 
campaigns from agencies and adver- 
tisers across the country are the fol- 


lowing: 


ALBERTO-CULVER CO. 
(Compton Adv., Inc., Chicago) 


This manufacturer of ALBERTO VO-5, 
RINSE AWAY and COMMAND was 
reported setting first-of-the-year 52-week 
schedules of filmed minutes in 30 markets. 
Frequencies vary per market, as in a 
similar campaign noted at this time last 
year. Cecilia Odziomek is the timebuyer. 


JOHN H. BRECK, INC. 
(Charles Sheldon Inc., Springfield, 
Vass.) 


This maker of shampoos and hair 
preparations moves into the consumer drug 
business early in January with a test 
campaign for RUBINE, an analgesic rub 
for muscular pain. Spot schedules call for 
about a dozen 30-second placements weekly 
for a month in the Providence, R. I., market 
followed by six 30’s for five weeks, starting 
Jan. 8. A five-week campaign of eight 
spots weekly is also planned for the 
Portland, Me., market to kick off at the 
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same time. Rubine is Breck’s first 
non-cosmetic consumer item. Buying 
contact is Robert E. Mullen. 


BRISTOL-MYERS CO. 
(Young & Rubicam, Inc., N. Y.) 


As expected, schedules for SAL 
HEPATICA which were placed in 
September and are currently expiring are 
being renewed in several markets. 
Placements include minutes only in day, 
early-evening and late-evening time slots. 
Bill Dollard is the timebuying contact. 


BUTTER-NUT FOODS CO. 
(Tatham-Laird, Inc., Chicago) 


A new four-week flight of minutes, 20’s and 
ID’s is planned for BUTTER-NUT coffee, 
with placements starting at the first of the 
year in about eight major markets. 

Jim Spero is the buying contact. 


CALUSA CHEMICAL CO. 
(Hixson & Jorgensen, Inc., L. A.) 


A statewide spot campaign for DINGHY 
BUBBLES, a skin conditioner for children’s 
baths, gets under way in California markets 
next month. Commercials are scheduled to 
go into kid shows in Los Angeles, San 
Diego, San Francisco, Bakersfield, Fresno 
and Sacramento. Harriet Weigand is the 
timebuyer. 


CAMPBELL SOUP CO. 
(Leo Burnett Co., Inc., Chicago) 


Back again in mid-January are schedules 
for CAMPBELL’S spaghetti and spaghetti 
combinations. At least 10 major markets 
are involved. Placements include day and 
night minutes for at least seven weeks. 
Eloise Beatty is the timebuyer. 


CARNATION CO. 
(EWRE&R, Los Angeles) 


Two spot campaigns are being planned by 
this company for FRISKIES dog food, one 
to run for 17 weeks and the other for four 
weeks. Both begin early in January in a 
selected group of major markets. Pat 
Hipwell is the timebuyer. 


CHEF BOY-AR-DEE, Div. 
American Home Foods, Inc. 
(Young & Rubicam, Inc., N. Y.) 

A seven-day-a-week campaign of minutes 
and 20’s from January to June is planned 
by the food processor for its various 
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products. More than a dozen markets are 
involved. Announcements are scheduled 
for prime and late-evening time slots. 
Jim Stack and Ricki Sonnen are the 
contacts, 


CLIMALENE CO. 
(D’Arcy Adv. Co., Chicago) 


For its many products, this maker of 
household and industrial cleaning 
compounds is reported placing a full year’s 
schedule of minutes and 20’s in about 10 
major markets. Placements are primarily 
during the day so as to reach the woman 
customer. Timebuying contact is R. A. 
Washburn. 


CONTINENTAL OIL CO. 
(C. E. Frank, Inc., Chicago) 
As noted here in August, CONOCO 


continues its policy of buying five-minute 
news, weather and sports programs as it 
prepares 52-week schedules for the coming 
year. This year’s placements add the 

Des Moines market to others bought 
previously by the company. Bud Trude is 
the buying contact. 


COLGATE-PALMOLIVE CO. 
(Ted Bates & Co., Inc., N. Y.) 
Following existing policies, this firm was 
reported placing minutes adjacent to 
nighttime sports programs in a number of 
markets for WILDROOT cream hair tonic. 
Current plans anticipate 52-week runs. New 
activity, centered on minutes and 20's, was 
also on for CHOICE soap, a relative 
newcomer to the castile field that’s designed 
for women with dry or oily skin. It comes 
in three colors and three formulae. That 
campaign kicks off Jan. 8 and continues for 
eight weeks in selected markets. Mrs. 
Eileen Greer is the timebuyer for both 
products. 


COLGATE-PALMOLIVE Co. 
(Lennen & Newell, Inc., N. Y.) 


New schedules of night minutes in selected 
markets have been set for low-sudsing AD. 
The initial nine-week campaign starts 
several days from press-time. Mike Moore 
is the timebuying contact. 


CORN PRODUCTS CO. 

(D-F-S, New York) 

For its “Kettle-Cruise” KNORR soups, this 
food processor is planning a twin campaign 


KIFI-TV 


Now the exclusive NBC outlet for 
Idaho Falls — Pocatello 
Full Power — 316,000 watts on 


Chauned § 


The Meeker Co. 


Robert Hix, Denver @ Day-Wellington, Seattle 
H. §. Jacobsen, Portland 





Stan Kreiser, B&B buyer, tries out 


Santa’s throne at a holiday party 
hosted by Peters, Griffin, Woodward, 
Inc. Looking (and laughing) on are 
one of Santas “helpers” and Al 
Krivin, vice president and general 
manager, KMBC-TV Kansas City. One 
reason for the affair was a record- 
breaking fall sales season for the rep. 


the first consisting of early and late night 
minutes, plus one or two prime 20’s, three 
times a week in about 70 markets; the 
second consists of minutes and 20’s in 
selected markets. Both campaigns begin in 
January and continue for 13 weeks. Jim 
Moore is the timebuying contact. 


CRACKERJACK CO. 
(Leo Burnett Co., Inc., Chicago) 


Continuing its regular use of spot, this firm 
scheduled a 13-week national campaign for 
CRACKERJACK in about ten major 
markets. Minutes start in January adjacent 
to late afternoon children’s shows. Bob 
Bentley and Mary Lou Ruxton are the 
contacts. 


CREOMULSION CO. 
(Street & Finney, N. Y.) 


Hard on the heels of a campaign just ended 
for CREOMULSION cough svrup is 
another starting Jan. 14 and continuing 
through February. Day and night filmed 
minutes will be used in a number of 
selected markets. Elenore Scanlon is the 
buying contact. 


FOOD MANUFACTURERS, 
INC, 

(Ted Bates & Co., Inc., N. Y.) 

4 12-week campaign of filmed minutes was 
reported planned by this company for 

M & M candies. Aimed at about eight 
markets, the campaign is expected to 
extend into May. Jim LaMarca is the 
timebuyer. 


FLORIDA CITRUS 
COMMISSION 
(Benton & Bowles, Inc., N. Y.) 


In a switch of emphasis from newsprint to 
spot, the Citrus Commission is reported 
planning a first-of-the-year promotion of 


(Continued on page 42) 











One Buyer’s Opinion .. . 
RESOLUTIONS: °62—FOR OTHERS 


Just a year ago, this column contained a string of New Year's reso- 
lutions for any timebuyer who wanted to make his life a little easier. 
Among them were such things as working more closely with the media 
supervisor, cut down on paperwork and so forth. 

Let’s admit it, now: half the resolutions were broken in the first 
week of 1961, and the rest were gone a few days later. After some 
thought on the problem, it seems a more effective way of brightening 
a buyer’s days—is to have the reps, account executives, agency assistants 
and the station sales managers keep a few resolutions. The following 
are offered as possibilities. 


For Station Representatives 

I RESOLVE that in 1962 I shall be on time with availabilities, even 
getting them in sooner than requested, if possible. 

I RESOLVE that in 1962 I shall grin and bear it when I have 
brought an out-of-town station man to see a buyer and have been told 
the buyer is tied up and can’t possibly see me until July. 

I RESOLVE that in 1962 I will immediately check and provide infor- 
mation on scheduling or billing discrepancies requested by the buyer. 

I RESOLVE that in 1962 I shall, when taking a buyer to lunch, 
limit said lunch to no more than two hours, realizing he may have 
something at the office more important to do than hear my pitch all 
afternoon. 


For the Account Executive 

I RESOLVE that in 1962 I will not request any information from 
a buyer that “was due last week.” 

I RESOLVE that in 1962 I will not make a claim to the client that 
I'm not absolutely sure about—things like, “Of course we can buy 
minutes next to Wagon Train,” or, “We'll get those spots on the air 
by tomorrow night.” 

I RESOLVE that in 1962 I will not lose a single piece of informa- 
tion given me by a buyer who has worked until 11 p.m. putting the 
facts together. If I file it, as I should, I shall definitely remember 


where I filed it. 


For the Assistant Buyer 

I RESOLVE that in 1962 I will do my best to avoid making a state- 
ment or promise to the client, if he happens to need information when 
the buyer is not available. 

I RESOLVE that in 1962 I will not make a promise to a rep—of a 
schedule, of an appointment, 
out with the buyer. 

I RESOLVE to get work out on time, and if I must stay past five to 
get them out, I'll take it as part of the job. 


of anything—without first checking it 


For the Station Sales Manager 
I RESOLVE that in 1962 I shall stop sending the buyer junk 
mai—er—unnecessary literature, realizing his wastebasket looks un- 
sightly when it’s stuffed with my promotional dollars. 
I RESOLVE to follow through on the promises I made the buyer 
when I was trying to get him to place that schedule. 
I RESOLVE to answer any queries from my rep promptly, knowing 
that the buyer is waiting for information to deliver to an irate client. 
[ RESOLVE to make appointments before I 
to a busy buyer. 


“drop in” to say hello 
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In the Johnstown-Altoona market, 
the ‘“‘hot”’ one is WJAC-TV! Happy 
sponsors say that WJAC-TV sells 
everything, and in large quantities, 
at that. It’s easy to see why this is 
true. Both ARB and Nielsen rate 
WJAC-TV tops, month after month. 
And the people who watch WJAC- 
TV are people who buy. Why don’t 
you cook up a great sales story by 
advertising your product on 
WJAC-TV? 


For Complete Details, Contact: 
HARRINGTON, RIGHTER 
AND PARSONS, INC. 


New York Boston Chicago Detroit 
Atlanta Los Angeles Son Francisco 
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arW GY... 


peing listened to 
rather than just 
being heard is the 
difference between 
selling and not 
selling. People 
listen to WGY 
because they like 
WGY PERSONALITY 
PROGRAMMING. 
That’s why WGY 
will sell for you 
in Northern New 
York and Western 
New England. 


REPRESENTED NATIONALLY BY 
HENRY I. CHRISTAL COMPANY 


WGY 


A GENERAL ELECTRIC STATION 
ALBANY » SCHENECTADY + TROY 





982-20 





th 


THE MARKET 





IN CONSUMER SPENDABLE 
INCOME PER HOUSEHOLD" IS 


LIMA, OHIO 


*Standard Rate and Data Service, Inc. 


WIMATV 


NBC-ABC 
represented nationally by THE MEEKER CO., INC. 


Elizabeth Beckjorden, 
Station Network Representative 
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Spot (Continued from page 40) 


various citrus fruits on 166 selected stations 
in major markets. Day minutes and prime 
evening 20’s will be used. Also planned is 
a two-week promotion (Jan. 8-20) for 
tangerines in 15 major markets. Minutes 
and 20's will also be used in heavy 
frequencies adjacent to late afternoon kid 
shows. Clay Briggs is the timebuying 
contact, 


E. J. GALLO WINERY 
(BBDO, New York) 


Its nine-week fall schedules completed, 
Gallo wines scheduled another campaign 
to run from press time for an undetermined 
period. Aimed at several eastern markets, 
the campaign uses filmed minutes, 20’s and 
ID’s. Marv Shapiro is the timebuyer. 


GENERAL ELECTRIC CORP. 
(BBDO, Cleveland) 


A four-week campaign featuring Mr. Magoo 
kicks off in February in 140 markets for 
GE’s 40-watt, 150-watt and 3-Way light 
bulbs. Schedules of 20’s and ID’s at a 
frequency of at least 25 per week will be 
used. John Fogarty is the contact. 


GENERAL INSURANCE CO. 
OF AMERICA 

(Lennen & Newell, Inc., N. Y.) 
Adhering to its policy of placing spots 
adjacent to sportscasts, this insurance firm 
is lining up adjacencies to bowling 
programs for 13 weeks after the New Year. 
Lou Crossin is the time buyer. 





Jack S. Atwood has been appoint- 
ed to the position of executive vice 
president of the Maine Broadcasting 
System, owner of stations WCSH-AM- 
TV Portland, WLBz-AM-TV Bangor and 
WRDO-AM Augusta, Me. Mr. Atwood 
was formerly general manager of the 


company. 


GENERAL MILLS, INC. 

(BBDO, New York) 

At press-time an eight-week campaign was 
reported planned for TOFFEE SWIRL, a 
new cake mix. The campaign is aimed at 

a small group of major markets and consists 
of minute placements. Betty Powell is the 
timebuying contact. 





Account 


Isodine Pharmacal Corp., a divi- 
sion of international Latex Corp., 
named Grey Advertising to handle a 
new liquid cough medicine now in 
test markets, and Kastor Hilton 
Chesley Clifford & Atherton to han- 
dle Calamatum ointment, previously 
at Reach, McClinton & Co. RM was 
given two new products (a stomach 
and a throat spray), plus 
Brown & 


Crane, and continues to handle the 


remedy 
Nasalaire, formerly at 
Isodine and Isodettes lines. 


Buitoni Foods Corp. appointed 
& Eckhardt, i 


agency, effective Jan. 1. The maker 


Kenyon Inc., as its 


of processed Italian foods was pre- 
viously with Albert Frank-Guenther, 
Law, Inc. 


Tri-W onder 


pointed 


Products, Inc., ap- 


O'Neil & 


Inc., Chicago, to handle its advertis- 


Tobias, Gallay, 
ing. The company is a producer of 
air deodorant and insect-killing tab- 
lets. Advertising plans call for news- 
paper and spot television. 


Daisy Manufacturing Co., maker 
of air rifles and ammunition, named 
D’Arcy Advertising Co., St. Louis, 





Activity 


as its agency. The account was pre- 
viously handled by L. W. 


Co., Chicago. The company and its 


Ramsey 


subsidiaries, which does much of its 
advertising in the pre-holiday season, 
1962 budget of 


has an estimated 


$500,000. 


Quaker Oats Co. appointed Lynn 
Baker Advertising, Inc., to handle its 
Flako products, and Compton Ad- 
vertising to handle its institutional, 
and flour divisions. 


Wometco 
named J. M. 
as its agency, effective Jan. 1. 


Enterprises, Inc. has 
Mathes, Inc., Miami, 
Wo- 
metco operates tv stations WTVJ-TV 
Miami, wLos-tv Asheville-Greenville- 


Spartanburg and Kkvos-tv Belling- 


ham, Wash. 


Hobart Manufacturing Co., Troy, 
Ohio, KitchenAid Home Dishwasher 
Electric 


named 


Division, 
Co., 


Buchen 


and Housewares 
Griswold-Eshleman 
Cleveland, as its agency. 
Advertising, Inc., Chicago, formerly 
the agency for all Hobart products, 
to handle the com- 


will continue 


pany’s commercial product divisions. 
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he term “creative buying” is often 

used in the advertising business, 
presumably as the antithesis of “buy- 
ing by numbers”, but few people can 
explain what is meant by it. 

Al Petcavage, media director at 
Doyle Dane Bernbach, Inc., is one 
who considers creativity a word too 
often misused when applied to buying. 
“It is sometimes used as a smoke 
screen to cover a deficiency in the 
logistics of buying.” he said. 

“There is an unfavorable connota- 
tion attached to mere statistics, but 
solidly researched information is not 
to be disregarded when making a 
media decision.” 

Although Doyle Dane Bernbach is 
generally considered a “creative” 
agency, Mr. Petcavage makes it clear 
that the agency uses all research 
available, “not as a crutch but as a 
basis for the most advantageous buy.” 

While some definitions of creativity 
are apt to mean buying without using 
necessary research, Mr. Petcavage has 
his own definition: “An ability to 
understand the advertising concept in 
its entirety, to relate all media infor- 


GENERAL MILLS, INC. 
(Knox-Reeves Adv., Inc.) 


As a continuation of the test campaign for 
Betty Crocker NOODLES ROMANOFF 
casserole, this company plans a spot 
campaign of prime and non-prime minutes 
in 20 major markets. Starting dates are 
staggered. Some schedules are already 
under way, others start about mid-January. 
Also under way are spot schedules for five 
new Bettv Crocker refrigerated products 
fudge brownies, raisin-oatmeal cookies, 
ginger molasses cookies, chocolate chip 
cookies and cinnamon rolls. The various 
drives feature the theme “Headstart on 
Homemade” and are expected to reach 40 
markets in two waves of eight weeks each 
after the New Year. Phil Archer is the 
timebuyer. 


GLENBROOK 
LABORATORIES, Div. of 
Sterling Drug, Inc. 
(Thompson-Koch Co., Inc., N. Y.) 
For IRONIZED YEAST, this drug 
manufacturer was reported placing minutes 
adjacent to news programs in early-evening 
time slots for a 13-week period beginning 
Jan. 1. Markets are scattered. Dom 
Lomsden is the buying contact. 


HELENE CURTIS 
INDUSTRIES, INC. 


(Edward H. Weiss & Co., Chicago) 


A five-week drive of night minutes for 


AL PETCAVAGE 





mation to this concept and to finally 
come up with the most effective result 
for the client and his product.” 

The unfavorable connotation of 
buying-by-numbers, Mr. Petcavage 
feels, stems from three sources: dis- 
satisfied salesmen who accuse a buyer 
of overlooking certain intangible 
values of a station; dissatisfied buyers 
who feel they need more rein for their 
imagination and probably have not 
used all the information available; 
buyers who, in an effort to achieve 
efficiency of circulation, overlook cer- 
tain qualitative aspects. 

The third complaint, Mr. Petcavage 


ENDEN shampoo is reported being 
planned. At least 15 markets are scheduled 
for buys. Bruce Geller is the contact. 


HOLSUM UNIFIED BAKERS 
PROGRAM 


(W. E. Long Adv. Agency, Chicago) 


Continued heavy schedules of daytime 
minutes, 20's and ID’s are expected after 
the first of the year from this midwest 
baker. Current activity includes placements 
in a number of selected markets for at 

least 10 weeks. Earlier placements totaled 
20-45 minutes in each market area, with 
one or two stations used per market. 

Russell Gilbertz and Russell Rynerson are 
the buying contacts. 


JOHNSON & JOHNSON 

(Young and Rubicam, Inc., N. Y.) 
MICRIN mouthwash, various baby products 
and surgical dressings such as BAND-AIDS 
will be presented in a 52-week campaign 

on a share-the-spot basis by this company 
starting Jan. 1. Prime minutes, or as close 
to prime time as possible, will be used in 

at least six major markets. Gerry Greenberg 
is the timebuyer. 


KITCHENS OF SARA LEE, 
INC, 


(Hill, Rogers, Mason & Scott, Inc., 
Chicago) 


A two-week spot campaign featuring a new 





believes, is the only one which has a 
legitimate basis. As an example, he 
cited a case of a product which should 
have its advertising aimed toward 
women and older age groups. If a 
buyer looked strictly to the ratings 
and share of audience, and ignored 
audience - composition figures, this 
would certainly be unimaginative 
buying. Another instance of proper 
technique—when a buyer chooses a 
medium with a less efficient cost-per- 
thousand because it is more efficient 
at furthering the total advertising 
concept. 

Mr. Petcavage brings many years of 
experience to his present post, held 
since 1959. Prior to joining DDB, he 
was assistant vice president and media 
group supervisor at Ted Bates & Co., 
and before that broadcast group su- 
pervisor at McCann-Erickson. Hibs first 
contact with the advertising business 
came in 1945, when he was assistant 
national manager for a newspaper in 
Honolulu. 

A bachelor, Mr. Petcavage lives in 
Manhattan’s east 40's, within walking 
distance of his office. He comes orig- 
inally from Tamaqua, Pa., and attend- 
ed Colgate University. 


lower-priced cinnamon nut coffee cake is 
being planned by SARA LEE for mid- 
January. Some 25 top and medium national 
markets are involved. Marian Manzer is 
the timebuyer. 


LEVER BROS. CO. 


(Ogilvy, Benson & Mather, Inc., 
N.Y.) 


A four-week placement of ID’s in about 10 
markets is reported planned by this 
company for GOOD LUCK margarine. The 
campaign is scheduled to start with the 
New Year. Bert Hopt is the timebuyer. 


MILLER BREWING CO. 


(Mathisson & Assoc., Inc., 
Milwaukee ) 


Following up its recent holiday promotion 
for MILLER High Life beer, this company 
was reported readying a 13-week schedule 
of minutes, 20’s and ID’s to reach audiences 
in at least 20 markets. As before, 
placements will be made in prime and 
non-prime hours. Lou Fuller is the 
timebuying contact. 


NOREX LABORATORIES, 
INC. 


(Grey Adv. Agency Inc., N. Y.) 
For AMITONE, an antacid product first 


reported here two years ago as testing in 
select markets, this drug manufacturer 
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In full-scale rebuttal to a Time magazine article which presented.an unflatter- 
ing view of Detroit, wxyz-tv produced a 30-minute film presentation on the 
market under the direction of John F. Pival, station vice president and gen- 
eral manager. The film was run for agency executives across the country. 
Shown here at the New York showing are (I. to r., back row) Dorothy Thorn- 
ton, JWT; Ray Jones, Y&R; Ethel Weider, Compton; Joe Barker, Donahue 
& Coe; (front row) Eric Jensen, Compton; Mr. Pival; John Flynn, JWT; 
Beth Black and Ernest Emmerling, Donahue & Coe. 


was reported scheduling a new 17-week 
test campaign of day minutes in four 
western markets starting mid-January. 
Commercials aim for the housewife, with 
at least five announcements used per week. 
Timebuying contact is Carol Bire. 


PEARSON PHARMACAL CO., 
Div. Scott Chemical Co. 


(Hume, Smith & Mickleberry, 
Miami) 


This maker of eye drops, chlorophyll tablets 
and household products was reported 
scheduling minutes and 20’s in a small 
group of markets for SCOTT’s 
ANTI-GRAY, a household laundering 
bleach. A 13-week drive is already under 
way. Timebuying contact is Gail Compton. 


PEPSODENT CO., Div. of 
Lever Brothers Co. 


(J. Walter Thompson Co., N. Y.) 


Concentrating on select markets, this 
company has just completed a campaign 
for STRIPE toothpaste and was reported 
planning a new campaign to kick off the 
New Year. Cy Parker is the timebuyer. 


PET MILK CO. 
(Gardner Adv. Co., Inc., St. Louis) 


As 1962 approaches, PET was reported 
planning two spot campaigns for its milk 
products—one starting at press time and 
continuing for 14 weeks, the other to begin 
Jan. 1 and run for the full quarter. The 
two campaigns, utilizing day minutes 
directed at the housewife and one or two 
late night minutes per week, will cover 
selected markets. Pet’s SEGO continues to 
be introduced in the south, southwest and 
west, with ten day and non-prime night 
minutes used per week. The liquid-diet 
drink is also moving into New York. 
Jack Hughes and Thoren Schroeck 

are the timebuying contacts. 
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PETER PAUL, INC. 
(D-F-S, New York) 


Following up “largest ever” fall and 
pre-Christmas campaigns are first-of-the- 
year drives for all this candymaker’s 
products—ALMOND JOY, ALMOND 
CLUSTER, MOUNDS and a newcomer, 
CHIFFON. For the first three, campaigns 
of minutes, 20’s and ID’s are scheduled in 
60 markets reaching “virtually every major 
city in the United States.” The campaigns 
run from January to March and consist of 
placements in prime and late night time 
slots. For CHIFFON, an eight to ten-week 
minutes-only campaign is planned in 
several more markets than those reached 
this past fall. Dorothy Medanic is the 
timebuyer. 


PHARMACRAFT CORP. 
(Papert, Koenig, Lois, Inc., N. Y.) 


Back again after earlier placements in 50 
markets, this firm has scheduled minutes 
and ID’s in non-prime and prime hours for 
COLDENE cold tablets and ALLEREST, 
an anti-allergy tablet. The Coldene 
extensions started at press time and 
continues until mid-January. The Allerest 
campaign starts at the first of the year and 
runs to mid-February in selected markets. 
Carole Lewis is the timebuyer. 


PROCTER & GAMBLE CO. 
(Corapton Adv., Inc., N. Y.) 


P&G was reported setting new 52-week spot 
campaigns for DUNCAN HINES mixes and 
COMET. Both drives are under way in 
selected markets. The first, listed as a 
network replacement, offers minutes at 
least three times a week. The second, 
highlighting Comet’s new package, 
consists of day minutes two to four times 
weekly. Pierre Bennerup is the timebuying 
contact. 


ROMAN CLEANSER CO. 
(Gleason Adv. Agency, Detroit) 


For its ROMAN CLEANSER, this company 
scheduled ten weeks of minutes in a small 
group of markets, beginning Jan. 8. Media 
buyer Marjorie Sawyer is the contact. 


ROYAL MASTER CORP. 
(Atherton Privett, Inc., L. A.) 


This company is preparing a spot campaign 
for its shoe shine wax and equipment in 

14 major markets, including New York, 
Los Angeles, Chicago, Cleveland and 
Philadelphia, this coming spring. 
Experiments following a test campaign in 
Seattle and Salt Lake City are now in 
progress to determine the type of minute 
announcement desireable. The campaign is 
to have a gift-giving theme and will build 
up to Father’s Day. K. R. Smith, president 
of the company, is the timebuving contact. 


SCOTT PAPER CO. 
(Ted Bates & Co., Inc., N. Y.) 
After a limited start noted here in July, 


this company is reported placing nighttime 
minutes and 20’s in 60 markets for 





Live 90 


Devoting an hour-and-a-half 
daily to feature film showings is 
an accepted and familiar pro- 
cedure in programming, but 
KYW-TV Cleveland at mid-month 
kicked off a daily 90-minute 
stanza of live entertainment. The 
program, in the form of a 
Monday-Friday “spectacular,” 
utilizes the hosting talents ‘of 
Mike Douglas, singer and come- 
dian, who has played during his 
36 years with Kay Kyser, Jerry 
Lester and on numerous tv shows 
in Chicago and Los Angeles. 

Format of the program, aired 
before a studio audience each 
afternoon from 1 to 2:30, calls 
for Douglas and a weekly guest 
star (Carmel Quinn, Joe E. 
Brown, Denise Lor, others) to 
sing, dance, gab and interview 
interesting people throughout 
the week. Local talent from the 
station’s area will appear, plus 
“name” performers who are 
passing through. The accent, ac- 
cording to KYW-TV program 
manager Chet Collier, is on 
showing the personal side of top 
stars, rather than on mere ex- 
posure of their performing abili- 
ties. 

















WALDORF bathroom tissue. The current 
campaign is set to run for 52 weeks. 
John Catanese is the buying contact. 


SCOTT PAPER CO. 
(J. Walter Thompson Co., N. Y.) 


This company is reported ready to rely 
heavily on spot for SOFT WEVE toilet 
tissue. Anticipated is a 13-26-week schedule 
of from three to ten evening and night 
minutes per week starting Jan. 2. A couple 
of dozen major markets are involved. 
Timebuying contact is Melita Skalberts. 


SHELL OIL CO. 

(Ogilvy, Benson & Mather, Inc., 
N.Y.) 

As long anticipated, SHELL returns to aoe 
with an 1l-week campaign of prime 

and minutes in more than a dozen calor 
markets, beginning mid-January. This 
return marks a reversal of the 1961 
advertising policy which placed Shell ads 
almost exclusively in newspapers. Paul 
Bures is the buying contact. 


SIMONIZ CO. 
(D-F-S, New York) 


As the New Year begins, this maker of 
industrial, automotive and household waxes 
is reported planning a 52-week campaign 
of day and night minutes for all its 
products in a selected group of major 
markets. A newcomer to the Simoniz line 
is MASTER WAX, a detergent-proof floor 
wax, which will be tested in three markets 
—Providence, Cincinnati-Dayton and San 
Diego. John Lamson is the timebuyer. 


SOUTHERN BELL 
TELEPHONE & TELEGRAPH 
co. 


(Tucker Wayne & Co., Atlanta) 


The 1962 spot schedule for this company 

is reportedly being set now, with 15 
markets considered for five-minute program 
buys in the news-weather-sports category. 
Ruth Trager is the timebuying contact. 


SPERRY & HUTCHINSON CO. 
(SSC&B, New York) 

Starting Jan. 11, this comvany is sc poowns 
a two-week campaign for S&H GR 

STAMPS in roughly 20 markets across the 
country. Planned are minutes and 20’s in 
early and late afternoon time slots and 
adjacent to children’s programs. Bob 
Carmody is the timebuyer. 


STANDARD BRANDS, INC. 
(Ted Bates & Co., Inc., N. Y.) 


As noted here late in November, initial 
campaigns, for SIESTA instant coffee have 
been successful enouch to warrant 
continued and expanded schedules of day 
and night minutes and 20’s in prime time 
in selected markets for an indefinite period. 
Bob Dekker is the timebuyer. 

Activity was also noted for 
FLEISCHMANN’S GOLDEN SUPREME 
and BLUE BONNET margarines, both to 
begin on Jan. 15. The Fleischmann 
campaign will consist of night minutes for 
an estimated 1] weeks in about ten 
markets. The other drive of minutes in 
non-prime time and night 20’s for 21 weeks 
goes in a dozen markets. Bob Kerrigan 
places for Fleischmann’s; Bob Dekker for 
Blue Bonnet. 





Tom De Huff was elected vice presi- 
dent of Cunningham & Walsh, Inc. 
He has been in the broadcasting de- 
partment of C&W for nine years, and 
is currently director of tv commercial 
production. Before joining the agency, 
Mr. De Huff was. with William H. 
Weintraub. 


STANDARD BRANDS, INC. 
(J. Walter Thompson Co., N. Y.) 
This company was reported placing day 
and night minutes, 20’s and ID’s for 
INSTANT CHASE AND SANBORN 
coffee in a number of markets for the first 
quarter of the year. Martha Thoman is 
the timebuyer. 


STUDEBAKER DEALER ADV. 
ASSOC, 


(D’Arcy Adv. Co., Inc., N. Y.) 


Availabilities for prime and non-prime 
minutes and 30’s in various major markets 
were reportedly sought by this organization 
for immediate starts. A four-week campaign 
is planned. Bob Lazatera is the timebuyer. 





Buyers’ Check List 


Station Changes 


wccs-tvy Montgomery, Ala., has 
been added to ABC-TV as a primary 
affiliate. The station expects to begin 
commercial operations Jan, 15. 

wios-tv Asheville, N. C., changed 
facilities to 120 kw visual, 60.3 kw 
aural, 283 ft. above average terrain. 

wtvp Decatur, Ill., changed power 
to 200 kw visual, 110 kw aural. 


Rate Increases 


ABC: 

Kvip-tv Redding, Calif., from $300 
to $350, effective Jan. 1. 

NBC: 

WALB-Tv Albany, Ga., from $350 to 
$425, effective June 1. 

WESH-TV Daytona Beach - Orlando, 
Fla., from $400 to $500, 
June 1. 

wsBF Augusta, Ga., 
$600, effective June 1. 


effective 


from $475 to 
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WOC-TV Channel 6 "> 


D. D. Palmer, President 
Raymond E. Guth, General Manager 
Pax Shaffer, Sales Manager 


Exclusive National Representatives 
Peters, Griffin, Woodward, Inc. 
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SELMA GROSSWIRTH, former media 
director of Lawrence Fertig & Co., 
will become media director of the 
new wine-and-spirits division of 
Lennen and Newell, Inc., when Fer- 
tig joins forces with L&N Jan. 1. 
Mrs. Elsie Rossi will be media de- 
partment manager of the division. 

JACK K. CARVER, an associate media 
director at L&N, was named an ac- 
count executive on the P. Lorillard 





MR, CARVER 


account. Prior to joining L&N, Mr. 
Carver was a vice president and asso- 
ciate media director of Doherty, Clif- 
ford, Steers & Shenfield, Inc. 


DOROTHY SHAHINIAN, media buyer 


Personals 


at Fuller & Smith & Ross, New York, 
was appointed assistant to Donald 
E, Leonard, vice president and media 
director. Miss Shahinian is responsi- 
ble for the Coats & Clark account, 
among others. 


CAROL LEWIS was appointed all- 
media buyer at Papert, Koenig, 
Lois, Inc. on the National Sugar 
Refining Co. and the First National 
Bank of Miami accounts. She will 
also continue with her previous 
duties as broadcast buyer on Pharma- 
craft Laboratories. ELAINE ART was 
named broadcast buyer for all other 
accounts at the agency. She for- 
merly was assistant buyer on Phar- 
macraft, Herald-Tribune and others. 


SAMUEL §S. SCOTT JR. was named 
media director of Erwin Wasey, 
Ruthrauff & Ryan, Inc. replacing 
Marvin Richfield who has joined a 
newly-formed agency, Madison 
Square Advertising, Inc. Mr. Scott 
was formerly with J. Walter Thomp- 


son as associate media director. 


PETER MCCLEAN, previously a buyer 


on Borden’s instant coffee and Better 


Vision Institute, among others at 
DCS&S, joined J. Walter Thompson. 





MR. MCCLEAN 


MELITA SKALBERTS has been pro- 
moted to buyer on the Scott Soft- 
Weve account at J. Walter Thomp- 
son. She was previously in the billing 
and estimating department. 

RICHARD WERNER joined Blanchet 
& Lewis as director of research and 
media and a board member. He was 
previously with Kudner Agency and 
Lennen and Newell. 

JACK LOW, media manager of 
Fuller & Smith & Ross, New York, 
was made an account executive at 
the agency. 











ONE TV STATION 
(KMSO-TV) 
COVERS ALL OF 
WESTERN MONTANA 

SERVES 7 CITIES 


* MISSOULA 
* BUTTE 

* ANACONDA 
* DEER LODGE 
* HELENA 

* HAMILTON 
* KALISPELL 






60,100 
TV HOMES 


National Representatives 


THE BOLLING CO. 











TV Boosts Movies 


In Wheeling, West Virginia, 
it was proven recently that tele- 
vision can help to increase 
movie theater audiences. 

Disregarding the old theatri- 
cal maxim that television can 
only hurt them, the West Vir- 
ginia Theatrical Enterprises, 
Inc., under the initiative of its 
district sales manager, John 
Osborne, decided to use tele- 
vision for the promotion of its 
films, consolidating all of its 
advertising in this one medium. 
The station chosen for this ven- 
ture was WTRF-TV Wheeling, 
W. Va., and in a short time the 
campaign showed impressive re- 
sults for the movie theaters in 
the area operated by the Enter- 
prise Chain. 

Patterned after the formula 
for motion picture promotion 
developed by Walt Disney— 
who adds film trailers on to the 
end of his network shows—a 


specific plan was devised by 
W. Va. Theatrical Enterprises 
and WTRF-TV: a standard week- 
ly schedule of 60— and 20-sec- 
ond film trailers, increasing the 
spots when more exposure is 
needed. 

The success of this formula 
has convinced Theatrical En- 
terprises that television is the 
best medium for promoting 
motion pictures. “We have 
found,” Mr. Osborne says, “that 
television gives the viewer more 
of a jolt which gets immediate 
reaction, and provides us with 
much wider coverage. going 
into areas which we had pre- 
viously been unable to reach.” 
He is also urging several of the 
large film companies to adopt 
the same formula for their pro- 
motion; he feels that the pro- 
gram will be effective nationally 
and will be advantageous for all 
motion picture distributors. 
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Russ Barry was named an account 
executive in the Chicago office of 
CBS Television Stations National 
Sales. He was formerly an account 
executive with wBBM-Tv Chicago. 


Peter Mead, formerly with C. R. 
Casson, Ltd., London, advertising 
agency, joined the research and pro- 
motion department of the Katz 
Agency Inc. 


Dick Gurley was named account 
executive in the New York office of 
Television Advertising Representa- 
tives, Inc. For the past two years he 





MR. GURLEY 


was assistant sales manager of 
KDKA-TV Pittsburgh, and previously 
held a similar post at WBz-TV Boston. 





Rep Report 


Marvin Shapiro was appointed 
eastern sales manager for TvAR. 
He was previously with Harrington, 
Righter & Parsons, and before that 
with CBS-TV Spot Sales as an ac- 


count executive. 





MR. SHAPIRO 


Al Hazelwood, former manager of 
Kswo-tv Wichita Falls, Tex., will 
manage the new Dallas staff office 
of Venard, Rintoul & McConnell, 
Inc. 


Avery-Knodel, Inc., 


telephone connection between the 


set up direct 


representative's San Francisco office 
and timebuyers in Portland and 
Seattle. The rep believes it is the 
first to offer such service on the west 
coast. 











Maurice E. McMurray was named 
vice president for sales of Broadcast 
Advertisers Reports, Inc., New York. 
Starting his broadcasting career in 
1940 with wHo radio Des Moines, 
he joined the staff of CBS-TV in 1941 
and later served as account executive 
for NBC-TV. Since 1953 he has been 
with Storer Broadcasting Co., first as 
sales manager for WJBK-TV Detroit, 
and later as the station’s representa- 
tive in the New York office. 


THEO. HAMM BREWING CO. 
(Campbell-Mithun, Inc., 


Minneapolis) 

Having just gotten under way, a 52-week 
campaign for HAMM’S beer consists of 
minutes and 20’s in prime and late-evening 
time slots. The current campaign is a 
renewal of basic schedules and markets. 
Mike Corken is the buying contact. 


TONI CO., INC., Div. Gillette 
Co. 
(North Adv., Inc., Chicago) 


DURAMED cold aids and COUGH TABS 
will be featured in flights on a new 
schedule in 35-50 markets, starting Dec. 31 
and extending eight-12 weeks. Filmed 
minutes in day and night slots will be used, 
as in earlier schedules. Betty Lavaty is the 
timebuyer. 


TONI CO., INC., Div. Gillette 
Co. 

(Wade Advertising, Chicago) 

For DEEP MAGIC skin lotion and 
cleanser, this company was reported placing 
minutes in about eight markets for eight- 
week runs after New Year’s. Len Materna 
is the contact. 


VAN CAMP SEA FOOD, INC. 








(EWRE&R, Los Angeles) 

A new drive for CHICKEN OF THE SEA 
and WHITE STAR tuna reportedly gets 
under way Jan. 21, as this company places 
filmed minutes and 20's in day and night 
slots for about ten weeks. Timebuying 
contact is Dorothy Sutton. 


VICK CHEMICAL CO. 
Div. Richardson-Merrell, Inc. 
(Morse International, Inc., N. Y.) 


For CLEARASIL skin cream, this company 
is planning a 10-week spot campaign of 
minutes aimed at teenagers in 24 major 
markets. The campaign begins Jan. 1. 
Mary Ellen Clarke is the timebuying 
contact. 


WARNER-LAMBERT 
PHARMACEUTICAL CO. 
(BBDO, New York) 

This firm follows its heavy fall campaign 
for BROMO-SELTZER with a 17-week 
schedule of filmed minutes in night-time 
slots in roughly a dozen top markets. The 
new campaign takes up where the earlier 
campaign ends—just after New Year's. 
Hal Davis is the timebuyer. 


WAYNE CANDIES, INC. 
(Kight Advertising, Inc., Columbus) 


Last listed here in 1956, this Indiana candy 
manufacturer was reported placing minutes 
and ID's in about eight major markets for 
LADY WAYNE chocolates and BUNS 
candy bars. The upcoming campaign is 
expected to run for 13 weeks from Jan. 8. 
Agency president William W. Kight is the 
buying contact. 
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ATLANTA 
3-Station capes 
(two-week ratings) 
TOP SYNDICATED > FILMS 


1. Death Valley Days (U. 8. Borax) 

WEBTV Bem. FT ncccccccccccccccccccccccs 29 
2. Whirlybirds (CBS) wsp-tTv Wed. 7 ......-- 28 
3. Brave Stallion (ITC) wsp-Tv Tue. 7 .....- 24 
4. Yogi Bear (Screen Gems) wsB-TV Mon. 6 ...22 
5. Quick Draw McGraw (Screen Gems) 


WSB-TV Tue. 6 2... wcccccccccvccccccccccs 21 
6. Deputy Dawg (CBS) wss-tTv Wed. 6 ...... 19 
6. The Brothers Brannagan* (CBS) 

WOR-TV Thar. 8 .ncccccccccccccccccccces 19 
6. Shannon (Screen Gems) wsn-tTv Wed. 8:30 .19 
7. Popeye (King, UAA) wss-Tv M-F 5 ...... 17 
7. Two Faces West* (Screen Gems) 

WEW-A Gum. FT nncccccccccccccccccccccce 17 
8. Sea Hunt* (Ziy-UA) wss-tv Fri. & Sat. 7 ..15 
8. The Third Man (NTA) waca-Tv Sat. 8 ....15 
$%. Divorce Court (Storer) waGa-Tv Mon. 8 ....14 
10. Jim Backus Show (NBC) waca-tv Fri. 8 ...13 
11. Cisco Kid (Ziy-UA) wsp-Tv Fri. 6 ........ 12 


TOP FEATURE FILMS 


. Movie Masterpiece waGa-Tv Sun, 5:30-7 ....18 
2. Late Show wss-Tv Sat. 11-1:15 a.m. ...... 13 
3. Peachtree Playhouse WLW-A Mon. 5:30-7 ... 9 
3. Bogart Theatre waGA-Tv Sat. 5:30-7 ....... 9 
4. Armchair Playhouse wss-Tv Sat. 3:30-5 8 

TOP NETWORK SHOWS» 
RD, Wee TH WS nw crcwcccenscesennens 43 
DD WPF cowesnccccccvscosssesece 40 
3. Andy Griffith Show WAGA-TV ...........05. 33 
ee ND WR cc ccc cccccccuceces 33 
@, MAMemem WEA occ ccccccccccccccccceces 32 
rn Ce MS. ccreetnesoesecens 32 
rr Se .... ccccameeesecees 32 
GS. Ganemale WAGATV 2. nccccccccccccccccece 30 
S. Demy Dees WAGAEE .nccccccccceccecs 29 
Ce GENS WENA. cccccccccseses eeneeeees 2 
Bee WRONG ccccccvccesccdcuccccces 29 


MEMPHIS 
3-Station Report 
(two-week ratings) 

TOP SYNDICATED FILMS 











1. Highway Patrol (Ziv-UA) wreo-Tv M-Sat. 6 .22 
2. Ripcord (Ziv-UA) wmor Wed. 7:30 ........ 20 
3. Yogi Bear (Screen Gems) wmcT Mon. 6:30 ..19 
4. Quick Draw McGraw (Screen Gems) 

Me DR, BIO cnccccetcccecocscesseue 18 
5. Huckleberry Hound (Screen Gems) 

WERE TO. SFO cc cccscccsccscocccccese 17 
6. Deputy Dawg (CBS) wor Fri. 5:30 ...... 16 
6. Meet McGraw* (ABC) wueq-Tv Sun. 6 ...... 16 
7. Science Fiction Theatre* (Ziv-UA) 

WHEOG-SV Bam. 5280 ...cccccccccccscccce 15 
7. Popeye (King, UAA) wHeqQ-Tv 

ee. BUSES GM. cccccveccccceceeesseseecs 15 
8. Superman (Flamingo) wreo-tv Sat. 12 ..... 14 
9. Jungle Jim (Screen Gems) 

WREC-TV Sat. 12:30 .... 
10. Tombstone Territory (Ziv 

WREO-TV Sat. 5:30 2 
10. Charlie Chan* (ITC) wrec-tv -12 
11. Mr. Magoo (Tv Personalities) 

WEUGT BEER. GIBO caccccccccvcvcccccccecs 11 
12. Superman (Flamingo) wrec-Tv 

i See AEE Encadweoeesacesdbtededuus 9 
12. Laurel and Hardy (Governor Ty) 

Ce CBA cacancccccesevescesece 9 
12. The Deputy (NBC) wHsq-Tv M-F 6 ........ 9 
TOP FEATURE FILMS 
1. Tarzan Feature wreo-Tv Sat. 3-4:30 ....... 21 

2. Million Dollar Playhouse wreo-Tv 
Se. DEERE GO cwescscuccescccscseccs 17 
me wee” WERT Bm. B46 .ccccaccccecscce 13 
4. Late Movie wreo-tv Fri. 10-11:30 ........ 12 
5. Late Movie wreo-Tv Tue. 10-11:45 ........ 9 
TOP NETWORK SHOWS 
DB. AOR GIR WHOSE cccccccccccccccecce 32 
3. Mod Gheltem WRRO-TV 2... cccccccccccscccs 31 
3. Sing Along With Mitch wmcr ............. 29 
i bs vennnevenévedueaseus 29 
i I a iiwccc ctensascncedbad 28 
4. Perry Mason WRRO-TV ......cccccccccccce 28 
5. Danny Thomas WREO-TV ...............s+. 27 
5. The Untouchables wHeq-TV ............... 27 
Sf eee 27 
5. Have Gun, Will Travel wWREC-TV ........... 27 
Se CES. WU co ccccccccsscestccesescess 27 
“Indicates programming changes during two-week 
period. 
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BALTIMORE 


3-Station Report 
(two-week ratings) 
TOP SYNDICATED FILMS 











1. Death Valley Days (U. S. Borax) 

WRAL-TV Wed. FT ..cccccccccecces eeccece 18 
1. Divorce Court (Storer) wMar-Tv Sat. 6 ....18 
2. Sea Hunt (Ziv-UA) wBaL-Tv Tue. 7 ......-- 16 
3. Shotgun Slade (MCA) wMaR-Tv Sat. 7 ....15 
4. Cireus Boy (Screen Gems) wBAL-TV Mon. 7 .12 
4. Yogi Bear (Screen Gems) wsz-TvV Mon. 7 ...12 
5. The Brothers Brannagan (CBS) 

WeakeGe Tim. TeBO .ccccccessscccesccces il 
6. San Francisco Beat (CBS) wMAaR-Tv 

Wee. S2O8 cnnvcvescevescesesccessceseve 10 
7. Quick Draw McGraw (Screen Gems) 

WIE-TV Bee. TF .nccccccccccccccccccces oe 9 
7. Whirlybirds (CBS) wmar-tv Wed. 6:30 ... 9% 
7. Mr. Magoo (Ty Personalities) wsz-TV 

. 2 ae orerrrrr Te TT Troy TT TT eT eer eee 9 
7. Huckleberry Hound (Screen Gems) 

WIB-TY Fri. Tn ncccccccccvccccesccccccce 9 
8. Bozo The Clown (Jayark) wMarR-TV M-F 5 .. 8 
8. Best of Groucho (NBC) wmMar-Tv M-F 6 .. 8 
8. Case Of The Dangerous Robin* (Ziv-UA) 

WRAE-SE Whee, 6 nccscsccccesesces 8g 
8. Union Pacific* (NBC) wMar-tv Thu. 6:3 8 

TOP FEATURE FILMS 
1. Big Movie Of The Week wWMAR-TV 

Be. BE-S°SS GM. secccccsvcccecece oosld 
1. Surday Afternoon Show wBaL-Tv Sun. 12-1:30 15 
2. Films Of The Fifties WMAR-TV 

DU, BREED BM. ces ccccesvssccvvessese 14 
3. Shirley Temple Film wMar-tTv Sun. 11 
4. 5 O'Clock Show weat-tv Tue. 5-6:15 ...... 18 
4. Saturday Night Show wpBaL-tv Sat. 11-1 a.m. 19 





TOP NETWORK SHOWS 











BR. Perey FRR WARS wc cccccccccescececes 41 
i Ce, SD ko noe ee Gun dene 38 
3. Candid Camera WMAR-TV .........cceceeee 36 
4. Bonanza WBAL-TV q 
5. Red Skelton wMAR- 

5. Gunsmoke WMAR-TV 

6. Sing Along With Mitch wsBaL-tTv 

7. Dick Powell WBAL-TV 

7. The Defenders WMAR-TV ...... 

8. The Untouchables wsz-Tv ......... 

8. What’s My Line WMAR-TV ........... 
PHILADELPHIA 
3-Station Report 
(two-week ratings) 

TOP SYNDICATED FIL MS 

1, Sea Hunt (Ziv-UA) weavu-Tv Sat. 7 27 
2. Death Valley Days (U. S. Borax) 

Te TR. Fock ssiccessewas sseene 
3. Ripeord (Ziv-UA) wrev-tv Thu. 7 ........ 15 
4. Popeye (King, UAA) wFIL-tv 

et i Oe Caredeendenank baneee seas 13 
4. Beachcombers (Filmaster) waov-tv Wed. 7 ..13 
4. Shotgun Slade (MCA) wrev-Tv Fri. 7 ..... 13 
4. Popeye* (King, UAA) wriL-Tv Sat. 2 — 
5. Yogi Bear (Screen Gems) WFIL-TV Mon. 5:30 11 
5. Best Of The Post* (ITC) writ-tv Sun. 7 ..11 
6. Whirlybirds (CBS) weoav-tv Sat. 5 8 
6. Quick Draw MeGraw (Screen Gems) 

Te I OND | datas cies ese csssdeue 7 
7. Huckleberry Hound (Screen Gems) 

Re Se, Oo wceueawanessesecntanen 7 
8. King of Diamonds (Ziv-UA) wrev-tv Sat. 7 . 6 
8. Popeye (King, UAA) wFit-Tv M-F 5 ...... 6 
8. Highway Patrol (Ziv-UA) woau-tv M-F 5 .. 6 

TOP FEATURE FILMS 

1. Late Show woac-Tv Sat. 11:15-1 a.m. ..... 13 
2. Late Show weav-tv Fri. 11:15-1 am. ....12 
3. Early Srow woav-tTv Mon. 1 
3. Early Stow wcavu-tTv Sat 1 
4. Early Show wceav-Tv Tue. 
4. Early Show woavu-tTv Thu 3 
4. World’s Best Movies WFrIL-Tv 

Se re ee 9 

TOP NETWORK SHOWS 

B. FR TE WSS oc cccccccaveccccvccscd® 
1. Sing Along With Mitch wrev-tv .......... 6 
2. The Flintstones WFIL-Tv 








anan 


- Ben Casey WFIL-Tv 
. The Untouchables wriL-Tv 
. Wagon Train wrcv-tv 


mam wws 


. Surfside 6 WFIL-TV 


. Hazel wRev-Tv 
. International 










77 Sunset Strip WFIL-Tv 


The Keal McCoys/Feather Top wFtL-Tv 


My Three Sons/Feather Top wFiL-tv ....... 


Showtime wrcv-TVv 
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BOSTON 


3-Station Report 
(two-week ratings) 


TOP SYNDICATED FILMS 





. Rescue 8 (Screen Gems) WNAO-TV Tue. 7 ...21 
. Quick Draw McGraw (Screen Gems) 

WNAC-TV Mon. 6:30 ...cceeceecccccencees 20 
. Death Valley Days (U. 8. Borax) 

WEE-EU Wed. 8... cccccccccccccccccccces 2 
. Whirlybirds (CBS) wwnac-Tv Fri. 7 .....+.- 19 
. Tales of the Texas Rangers (Ziv-UA) 

WNAC-TV Mon. 7 .. eee el8 

Shotgun Slade (MCA) wez-Tv Tue. 7 ...... 16 


(Ziv-UA) wsBz-Tv Thu, 7: 


Highway Patrol* 30 
WNAO-TV Fri, 6:30 16 


Yogi Bear (Screen Gems) 


Tightrope (Screen Gems) WNAO-TV Sat. 7 ...36 
. Huckleberry Hound (Screen Gems) 

WeaG-SU Thm. 6:30 ...ccccccccceccsscces 15 
. Coronado 9 (MCA) wNac-Tv Thu. 7 ...... 15 
. Blue Angels (NBC) wnac-Tv Thu. 7:30 ....15 

Brave Stallion (ITC) wsz-Tv Fri. 7 ....... 13 

lock Up (Ziv-UA) WHDH-TV Sat. 7 ........ 13 

Case of the Dangerous Robin (Ziv-UA) 

WBZ-TV Fri. 10°30 2... .cccceccccccesccees 13 

TOP FEATURE FILMS 
. Movie 4 wWBZ-TV Mon. 7-8:30 ......0eee0s 13 
. Boston Movietime wez-Tv Tue. 5-6:30 ..... 13 
. Boston Movietime wBz-Tv Mon. 5-6:30 veld 
. Command Premiere wez-Tv Sun. 12-3:30 ...12 
Cinema 7 WNAC-TV Sun. 12-5:30 ......... 12 


TOP NETWORK 


Mason 
Train 





Alfred Hitchcock wBz-TV 
Dr. Kildare WPZ-TV .. 
Sing Along With Mitch 
Donna Reed WNAC-TV 
WHDH-TV 
WBZ-1'V 


WBZ-TV 


Casey 
Dick Powell 


PITTSBURGH 


3-Station Report 
(two-week ratings) 
TOP SYNDICATED FILMS 


Sea Hunt (Ziy-UA) 
Yogi Bear (Screen Gems) 





KDKA-TV Sat. 7 23 


erccccsae 


KDKA-TV Wed. 6:30 20 





Manhunt (Screen Gems) WTAE Thu. 9:30 ...18 
. Huckleberry Hound (Screen Gems) 

MOMA-SP BE: SSEO cc cccvcssescosccesece 16 

Death Valley Days (U. S. Borax) 

Mmea-SO Doe. F580 2... cccccvccvescesecce 15 

Quick Draw McGraw (Screen Gems) 

SS Te. SIGS cccdcececisscscesicacs 14 
. Safari (Screen Gems) KpKA-Ty Fri. 6:30 ...12 
. Mackenzies Raiders (Ziv-UA) 

KDEA-TV Sat. 6:30 .......cccccvcccccccce 11 

The Third Man (NTA) wiic Wed. 7 ...... 10 
. Tallahassee 7000 (Screen Gems) 

whe Thu. 7 scvcsesnces eee encece 10 

Everglades (Ziv-UA) KpKa-Tv Thu. 8 ...... 10 

Highway Patrol (Ziv-UA) wTaE M-F 6:30 9 

King of Diamonds (Zivy-UA) wtc Tue. 7 9 

Rescue 8* (Screen Gems) WTAP Thu. 9:5 9 

Jim Backus Show (NBC) wrtak Fri. 8 

Superear (ITC) KDKa-TV Thu. 6:30 ....... 8 

TOP FEATURE FILMS 
- Million Dollar Movie wTaE 

ee, SESE OO GAR. se cécceccctnvbecnove 20 
. Early Show KDKA-TV Fri. 5-6:30 .......... 16 
- Million Dollar Movie wTar 

Thu. 11:15-1 am. . TTT TTT eT. 14 

Early Show KDKA-TV Mon. 5-6:30 ce 

Early Show KDKA-TV Tue. 5-6:30 ........ 13 

TOP NETWORK SHOWS 
- Gunamoke KDEA-TV ....... ccc cccccccccces 40 

What's My Line KDKA-Tv_ (ou beesneueeaenenn 

Perry Mason KDKA-TV .......cceecscccered 38 

Candid Camera KDKA-TV ......0eeseeeenee 37 
. Sing Along With Mitch wiic ..........6+-- 36 

eg Berri eee 33 

Andy Griffith Show KDKA-TV .........see.:. 33 

Westinghouse Presents KDKA-TV .......+e6. 33 

Bomand® WO 2... ccc ccccccccccscccccccs 3 

The Danny Thomas Show KDKA-TV ......... 32 





eae el 


oe 


3 
5 
5 
3 
3 








11 
10 


10 


eave 


14 
14 
13 





1 


mesa 


con 


10. 


10. 





a 


mw tw 


ww 


on 


Ce ne | 


oe 


10. 
11. 
11. 


eo te 


Cm he oO 


wo 








ARB City-by-City Ratings October 1961 


GREENVILLE-ASHEVILLE- 
SPARTANBURG 


3-Station Report 
(two-week ratings) 


TOP SYNDICATED FiLMS 
Cimarron City (MCA) wrsc-Tv Mon. 7 ....2 
Manhunt (Screen Gems) wrso-Tv Thu. 7 ...24 
Sea Hunt (Ziv-UA) wrsco-Tv Tue. 7 
The Third Man (NTA) wrso-Tv Wed. 7 ...21 





. Mike Hammer (MCA) wrso-Tv Sat. 7 ..... 19 
. Miami Undercover (Ziv-UA) wrsc-Ttv Fri. 7 .17 
. Grand Ole Opry (Flamingo) WLos-Tv Sat. 7 .16 
Yogi Bear (Screen Gems) wrec-Tv Tue. 5:30 13 
Ripeord (Ziv-UA) WLos-Tv Mon. 7 ........ 12 
Huckleberry Hound (Screen Gems) 
WrBo-TV Thu. 5:30 ......cc000- cocccccecds 
Deputy Dawg* (CBS) wrso-tv Fri. 5:30 ..12 
Deputy Dawg (CBS) wLos-Tv Tue. 7 ...... ll 


M Squad* (MCA) wrso-tv Mon. & Fri. 6 ..10 
Roy Acuff’s Open House (Acuff-Rose Artists) 


Wara-SV Wem. GF ssccccscccsccscscccseces 10 
Pioneers (Crosby/Brown) WFBC-TV 
Tue. & The. 6 .ccccccccccece ececcces +210 


Tightrope (Screen Gems) wsPa-Tv Fri. 7 ...10 


TOP FEATURE FILMS 


Western Theatre* wLos-Tv Sun. 6-7:30 ....14 
2. Safari WLOS-TV Fri. 7-8:30 .......2eeeeee 13 
3. Early Show wWLos-Tv Mon. 5-6:30 ......... 6 
Early Show w1Los-Tv Wed. 5-6:30 ......... 6 
Early Show wLos-Tv Fri. 5-6:30 .......... 6 
Shock Theatre wLos-Tv Sat. 1-2 ........... 6 


7 Star Theatre wspa-Tv Sat. 11-12:30 a.m. . 6 


3. Movie wrBo-Tv Sun. 4:30-5:30 ........+.- 6 


TOP NETWORK SHOWS 











~- Wage Siete WHEY caccccascccescceses 49 
2. Bemammn WRBC-TV ~.. ww ccc ccccccccccccccce 46 
The Price Is Right WFBC-TV ............-.. 38 
- Tall Man WBO-TV ...ccccccccsccccccses 37 
. National Velvet WFBO-TV ..........+++++--32 
. Laramie WFBO-TV ..... Cones seccesocosess 
- De. BURRaee WEROSY 2 ncccccccccsesecsscce 
. Alfred Hitchcock wFBc-TV 
. Joey Bishop Show WwFBO-TV 
Dick Powell Show WFBO-TV 
SAN DIEGO 
3-Station Report 
(two-week ratings) 
TOP SYNDICATED FILMS 
Sea Hunt (Ziv-UA) KFrMB-TvV Thu. 7 ...... 27 
Death Valley Days (U. S. Borax) 
KPMB-TV Tue. 6:30 .....-cccccscccscceeed 
. The Third Man (NTA) KFMB-Tv Sat. 7 
. Manhunt (Screen Gems) KFMB-Tv Tue. 7 ....18 
Quick Draw McGraw (Screen Gems) 
KOGO-TV Tue. 5:30 .......eee eocccccces 17 
. Huckleberry Hound (Screen Gems) 
BWOCO-TU The. 5230 ..ccccccccccccccccces 
. Blue Angels (NBC) KFrMB-TV Wed. 7 
. Popeye (King, UAA) KoGO-TV Mon. 5 - 
Yogi Bear (Screen Gems) KOGO-TV Mon. 5:30 14 
Ripcord (Ziy-UA) KFMB-TV Thu. 6:30 ..... 14 
. Tightrope (Screen Gems) KFMB-TV Sat. 6:30 14 
. Abbott and Costello* (Sterling) xeTv Tue. 7 .12 
Tombstone Territory (Ziv-UA) XETV Mon. 8 .11 
Popeye (King, UAA) XETV Mon. 6 ........ 10 
Beachcombers (Filmaster) KoGo-Tv Tue. 7 ..10 
TOP FEATURE FILMS 
. Premiere Movietime KoGo-Tv Fri. 7-8:30 ...25 
. Early Show KFMB-TV Tue. 5-6 ........-- af 
. Early Show KFMB-TV Mon. 5-6 .........-. 15 
. Theatre* xetv Sun. 1:30-3:15 ........ oan 
. All Star Films* xerv Sun. 5-7:30 ........ 13 
TOP NETWORK SHOWS 
- Perry Mason EFMB-TV .....ccccccsscccces 45 
Wagan Beate MOSSE accicccossecscccecee 33 
- Window on Main Street* KFMB-TV ......... 32 
. Disney’s Wonderful World of Color KoGo-Tv ..3 
The Defenders KFMB-TV ...........-- 30 
Cer GE MOOSE oo ccccscoecccescesoscccss 30 
~ BOMORER BOGS TV .ccccccccscccccccccvccce 30 
- Pete and Gladys® EPMB-OV .ccccccccccccccs 29 
. Dick Powell Show KOGO-TV ...........+... 29 
- Chetimate EVMB-EV cccccccsscccvcccceses 29 
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HOUSTON 


3-Station Report 
(two-week ratings) 


TOP SYNDICATED FILMS 


- Mr. Magoo (Tv Personalities) 


KHOU-TV Wed. 7 
Tombstone Territory 





BBROSY BR. © ccccccccnsasccccnsceccess 
Lock Up (Ziv-UA) KTRK-TvV Thu. 8:30 ..... 15 
Manhunt (Screen Gems) KTRK-TV Tue. 7:30 .13 
Death Valley Days (U. 8. Borax) 

BMOOET Bee. GF cccccccccsccccccccccecse 12 
Sea Hunt (Ziy-UA) Krpro-Tv Mon. 6:30 ...11 
Divorce Court (Storer) KPpRc-TvV Sat. 5 ..... 19 


Yogi Bear (Screen Gems) KTRK-TV Mon. 5:15 9 


. Victory at Sea (NBC) kKTRK-Tv Fri. 6:30 ... 9 
. Quick Draw McGraw (Screen Gems) 


Oe Te. BEES ccc ccisewocacconacans 8 
Huckleberry Hound (Screen Gems) 
EG T.. BObS cere cescnvcoscccassss 8 


Whirlybirds (CBS) KHov-TV Mon.-Fri. 5:30 . 7 
Popeye (King, UAA) KTRK-Tv Sat. 9:15 a.m. 7 
Superman (Flamingo) KPRO-Tv Sat. 1 


10. The Way of Thinking* (Banner) 

BPRO-TV Bum. 4 ..cccccccccccccccccccs coe 7 

TOP FEATURE FILMS 

1, Academy Award Theatre KHOU-TV 

i MG etal badutbadesesnedcesanen® 14 
2. Big Movie KPRC-Tv Sat. 10-12 mid. ....... 12 
2. Late Show KHOU-TV Mon. 10:15-12 mid. ...12 
3. Tarzan KPRO-TV Sat. 1:30-3 .........000. 9 
4. Late Show KHov-Tv Fri. 10:15-12 mid. .... 8 


TOP NETWORK SHOWS 





D. Se SY. avancesdeneneiscotcasense 36 
Ss SR TIE. onnen + ctnetcbentmasenas 35 
iS ee ee arr e 33 
, CG Dn on00csescdccecsdens 32 
RD, Ee Me TD des énncdntwevevucecan 31 
Ps Fe EE whacagas ses eankyenceceeen 31 
5. The Untouchables KTRK-TV ............... 31 
6. Bho Pimtebanes STM SY 2c cc ccccccccsces 30 
Cc Ce SONG, nceckcemaenatéesakeun 30 
SC. TE Gees TD GEO onc ccc wnesscccss 30 
6. Saturday Night at the Movies KPRO-TV ..... 30 
OC. DR RON sé wavecenciuccetivcesnas 30 
Se: CE on csancennnwdiewnanee 30 

TAMPA-ST. PETERSBURG 

3-Station Report 
(two-week ratings) 
TOP SYNDICATED FILMS 

1. Death Valley Days (U. S. Borax) 

WR Ss Th decvncecncoedsessncecs 32 
2. Sea Hunt* (Ziv-UA) wria-Tv Tue. 7 ...... 30 
3. Cimarron City (MCA) wtrvT Mon. 7 ....... 28 
4. Ripeord (Ziv-UA) wtvr Tue. 7 ........... 25 
5. Tallahassee 7000 (Screen Gems) 

WOVE Gem. SIEO cece cccescssccvessonese 24 
6. King of Diamonds (Ziv-UA) wrLa-Tv Thu. 7 .21 
6. Everglades (Ziv-UA) wtvT Fri. 7 ........ 21 
7. Shotgun Slade (MCA) wtvT Sat. 7 ........ 19 
8. Yogi Bear (Screen Gems) wTvT Mon. 5:30 ..17 
8. The Third Man (NTA) wrta-Tv Fri. 7 ....17 
9. Rescue 8 (Screen Gems) wtvT Sat. 6:30 ...16 
10. Mantovani (NTA) wFLa-Tv Sun. 6:30 ...... 15 
11. Deputy Dawg (CBS) wrvtT Thu. 5:30 ...... 14 
11. The Brothers Brannagan (CBS) 

WHEA-TV Mam. TF cccccccccccccsseccceces 14 

TOP FEATURE FILMS 
1. Temple Film* wria-Tv Tue. 7-8:30 ...... 34 
2. Family Theatre wrvT Thu. 7-8:30 .........20 
3. Friday Box Office* wrua-tv Fri. 7:30-9:30 .16 
4. Red Ryder Western wtvT Sat. 7-8 a.m. ..... 11 
4. Theatre 38 wsuN-Tv Sun 6-7:30 ........... 11 
TOP NETWORK SHOWS 

R. Wagem Deets WORRY occ ccccccoscceccecs 46 
2. Perry Mason WiIvT 
RB. GARR WEVE csccsecccceses 
3. Bonanza WFLA-TV 
4. Laramie* WFLA-TV 
4, Tete WEUE cnccccscccseses 
S. Be ee GRE cancsseccccsesncevad 35 
CS. RR BS HIG ks cc rccnrnccccsccatan 34 
6. Alfred Hitchcock WFLA-TV ................ 34 
CO, Tee Sa, WG on ccc cncncvatansesées 34 


INDIANAPOLIS 


4-Station Report 
(two-week ratings) 


TOP SYNDICATED FILMS 


1. Yogi Bear (Screen Gems) wi.w-1 Fri. 6:30 .23 
2. Death Valley Days (U. 8. Borax) 
WISH-TV Sat. 7 . ceeeee . 21 
3. Huckleberry Hound (Screen Gems) 
WLW-t Mon. 6:30 secve .18 
4. Whirlybirds (CBS) wisn-tv Sat. 6:30 17 
4. Ripeord (Ziv-UA) wiw-1 Fri. 7 my 
5. Everglades (Ziv-UA) wiw-1t Tue. 7 .15 
6. Quick Draw McGraw (Screen Gems) 
WLw-t Wed. 6:30 ........ eos 14 
6. Sea Hunt (Ziv-UA) wiw-t Thu. 7 ......««- 14 
7. The Brothers Brannagen (CBS) 
WLW-t Mon. 7 aces eee . 13 
8. Assignment Underwater (NTA) WiIsH-TV 
Bee. BF scccceves Ses 0dbedcehdmes 11 
8. Manhunt (Screen Gems) wiw-1 Wed. 7 il 
9. King of Diamonds (Ziv-UA) wisu-Tv Mon. T .10 
9. Tallahassee 7000 (Ziy-UA) wisn-tTv Wed. 7 .10 
9. Shotgun Slade (MCA) wiw-t Thu. 6:36 10 
9. Three Stooges (Screen Gems) WFBM-TV 
Bat. B OM. cocccccccecsccssdeccs on -10 
$. Deputy Dawg (CBS) wrem-tv Sat. 9:30 10 
TOP FEATURE FILMS 
1. Late Show wish-Tv Set. 11:15-1:15 a.m 18 
2. Best of Hollywood wreM-tTv Sat. 5-6:30 i2 
3. Early Show wisu-tv Thu. 5-6:30 9 
4. Early Show wisH-Tv Mon. 5-6:30 -. 8 
4. Early Show wisu-Tv Wed. 5-6:30 ......... 8 
TOP NETWORK SHOWS 
1, Perry Mason WISH-TV .........+.+. oe .35 
2. Candid Camera WISH-TV ....... .32 
3. Danny Thomas WISH-TV ....... ootn 
3. Andy Griffith wisH-Tv aoa 
3. Wagon Train wWFBM-TV .-32 
3. The Flintstones WLW-1 ......ccccccces .31 
4. Red Skelton WisH-TVv ..29 
4. Gunsmoke WISH-TV ° os .29 
5. To Tell the Truth wisH-tTv 28 
C, FU GS WOES csvcccccccccccsccsoes 28 
G. Fe Sees Ge WS cc cccccuvtcicesaun 28 
S, TR Ee TD ecwccnecccccescevess 28 
5. Boranza WFBM-TV 28 
WICHITA 
3-Station Report 
(two-week ratings) 
TOP SYNDICATED FILMS 
1. Huckleberry Hound (Screen Gems) 
memes Tim. & ccccecses e 27 
2. Yogi Bear (Screen Gems) KAKE-TY Wed. 6 ..24 
3. Quick Draw McGraw (Screen Gems) 
KAKB-Tv Fri. 6 . eccces 19 
4. Manhunt (Screen Gems) KAKE-TV Mon. 7 .18 
4. Death Valley Days (U. S. Borax) 
KAKB-Tv Thu. 8:30 ........ . ee 18 
5. The Third Man (NTA) KTVH Tue. 8:30 15 
6. Jim Backus Show (NBC) KAK®e-TVv Fri. 6:30 .11 
6. State Trooper (MCA) KaRD-1v Fri. 9:36 ll 
7. The American Ciyil War* (Trans-Lux) 
GV TH. FIO cs iccasteqccvccccvesssce 9 
8. I Led Three Lives (Ziy-UA) KTvH Sun. 4 s 
8. Best of the Post (ITC) Karp-Tv Sun. 5:30 & 
9. West Point* (Ziy-UA) KAKBP-TV Sat. 12:30 ‘ 
10. Play of the Week (NTA) KARD-TV Sat. 10:30 5 
TOP FEATURE FILMS 
1. Big Movie KrvH Fri. 10:30-12:30 a.m 9 
2. Nightwatch KAKE-TvV Wed. 10:30-12 mid ® 
2. Big Show* KAKE-Tv Sat. 12:30-2 ...... 8 
2. Gold Award Theatre KAKE-Tvy 
Sat. 10:30-12:30 am. .. seecce § 
3. Big Movie KTVH Sat. 10:30-2 am 7 
TOP NETWORK SHOWS 
1. Wagon Train KARD-TV ............ ° .35 
B. TON RAMPS occ swccsscecccccec -33 
DS, TO TAME ccccecccsssveccccccceses 32 
B,C Gate AS ca ciccccccacccecces 2 
3. Mawaiian Eye KAKB-TV ........ceeeees 32 
3. The Flintstones KAKE-TV ........cccceeees 32 
3. 77 Sunset Strip KAKB-TV ........26..se008 32 
GQ, Binge BR BARBS occ ccccccccccccocses 30 
5. Cheyenne KAKE-TV ..... Te Tyree r TT + +0228 
EM, GUNIPED. wave vetcdedecccocescoseces 28 
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Oliver Barbour, newly elected a 
vice president of Ogilvy, Benson & 
Mather, has been in charge of the 
agency's Beverly Hills office since last 
May, and was formerly vice president 
in charge of tv and radio program- 


ming for Benton & Bowles, New York. 








Spot Brochures 


Helping the responsible ad- 
vertiser get the most from his 
spot tv dollar is the goal of a 
series of brochures published 
by the Television Bureau of Ad- 
vertising. Among them: 

“Advertising control means 
knowing that questions of dol- 
lars, time, place and weight of 
advertising can be answered— 
must be answered—on a market 
by market basis,” TvB states in 
its first brochure titled “Con- 
trol’. 

In “Definition”, TvB notes: 
“Spot television can be a single 
commercial in a given market 
or many commercials in many 
markets . . . short or long com- 
mercials, within or between pro- 
grams” the number and posi- 
tion to be controlled by the 
advertiser as he sees fit. 

In relating the problems of 
different brands and market 
position, “Markets” notes that 
the spot tv user can “exert pres- 
sure to maintain your position 
where sales are good, meet and 
beat local competition by out- 
advertising them in markets 
where you are behind (or) in- 
troduce a proven product in a 


market you’ve never cracked.” 
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“a new medium of communication” 





DECEMBER 25, 1961 





Television Age 


page 53 


Directory of supply and service companies page 81 


a self-contained, rear-screen 
motion picture projector 


six feet high and three feet square 


with automatic selectivity of 40 
reels of 16 mm sound film 


ready to be shown the moment 
you press a button 


that’s all you do 
except watch 


EE BOox 


CINEBOX threads the film, projects 
on its own 20” screen, rewinds 
when the film is over 


ideal for training, exhibits, 
advertising, sales promotion 


you may be the first in your 
field to use CINEBOX 


you won’t be the last 


DON TWOMEY ASSOCIATES, INC. 














> CINEMAGINATION ano SERVICE 
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(The following list includes all television commercial pro- 
duction companies, both film and tape, in the country. 
They are listed .in alphabetical order. Titles, as well as 


brief descriptions of facilities and services, are listed as 
indicated by the companies on questionnaires supplied by 
TELEVISION AGE. Abbreviations used are listed in page 79.) 





Academy Film Productions, Inc. 
123 W. Chestnut St., Chicago 10; Mich- 
igan 2-5877; Bernard Howard, p & exec 
prod; Patti Wilkus, gm. 

Complete creative planning and production 
of motion pictures, animation, slides, wide 
screen presentations, etc., for commercials 
and shows. Create jingles, motion pictures, 
etc., for agencies and advertisers. 


Academy Films 

1145 N. Las Palmas Ave., Hollywood 38, 
Calif.; Hollywood 6-6566, James A. Lar- 
sen, p. 

Complete facilities for production of mo- 
tion pictures in color or b&w, including 
script writing, photography, artwork, ani- 
mation, sound recording and re-recording, 
editing and both color and b&w lab work. 


Academy-McLarty Productions, 
inc. 

45 Stanley St., Buffalo 6, N. Y.; TX 3-0332; 
Franz E. Hartmann, p; Henry D. McLarty, 
exec vp; Norman B. Ross, prodn m. 
Scientific, educational and industrial films; 
tv commercials. 

Branch Office: 

333 S. Warren, Syracuse, N. Y.; Harrison 
2-6212. 


Ad-Staff, Inc. 

9122 Sunset Blvd., Hollywood 46, Calif.; 
CR 5-5219; BR 2-2671; Don Quinn, p; 
Martin Sperzel, vp; Helen Henricks, sec; 
Charles Goldring, treas. 


Creation and production of radio and tv 
commercials, copy and musical, basically. 
Copy and music for any purpose. 


Advertisers’ Broadcasting Co. 

117 West 46th St., N. Y. 36; Plaza 7-3560; 
Sholom Rubinstein, prod. 

Producer of programs, industrial-educa- 
tional films, and commercials. 


Agra Films, Inc. 

Jefferson Rd., Athens, Ga. 

Film spot commercials; industrial and edu- 
cational films (lease or loan). 


Alan Alch Inc. 
1302 No. Sweetzer Ave., Hollywood 46, 
Calif.; Alan Alch. 


Alexander Film Co. 

Alexander Film Bldg., Colorado Springs; 
Melrose 3-1771; Keith Munroe, p; Julian 
Pollack, exec vp; James A. Anderson, vp 
prodn; Arthur “Bus” Oaks, field sls prodn 
m. 

Industrial films, commercials, syndicated 
spots and slide films. 


Branch Offices: 

500 Fifth Ave., N. Y. 36; Longacre 5-1350; 
Howard F. Olds, res prod; Kenneth A. 
Silver, vp, Alexander Intl. 

472 Wrigley Bldg., Chicago 11; Whitehall 
4-5980; Terry Hatch, res vp. 

Balderas 36-808, Mexico City, Mexico. 
Jay Berry, p, Alexander Intl. 

Calle Comercio 450, Apartado 2926, San 


Juan, P. R., 3-2898; Haskal Marshall, res 
up. 

Representatives in Detroit, Cleveland, St. 
Louis, Denver, Los Angeles, San Francisco, 
Seattle and 100 other cities. 


Allegro Film Productions 

723 Seventh Ave., N. Y. 19; Judson 6-8057; 
Jerome G. Forman, vp; Martin Andrews, 
vp; Jay Weitzner, writer. 

Tv commercials; public relations films; 
sales promotion and training; news and 
sport specialists. Editorial facilities open 
to all. 


Paul Alley-MKR Films, Inc. 

619 W. 54th St., N. Y. 19; CO 5-4878-79; 
Gene Milford, vp; Ralph Rosenblum, sec- 
treas; Paul Alley, prod-writer. 

Producers of industrial, commercial, public 
relations films; entertainment series for tv; 
features for theatres and tv. Complete edit- 
ing services to tv producers. 


All-Scope Pictures, Inc. (Com- 
mercial Film Div., 20th Century- 
Fox Tv) 


1417 N. Western Ave., Hollywood 27, Calif.; 
Hollywood 2-6231; Gordon S. Mitchell, 


p. 
Commercial and syndicated spots. 


Alpha Film Productions 


P. O. Box 5325, Baltimore 9; CL 2-4150; 
W. Ernest Wood, o. 
Producer of industrial and promotional 
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motion pictures and tv spots. Processing of 
16mm reversal film. 


Ambassador Productions, Inc. 

6063 Sunset Blvd., Hollywood 28, Calif.; 
Hollywood 9-6079; Stan Webb, vp; Wil- 
liam Keene, sls m; John J. Hennessy, exec 
prod; Romie Lipari, stage m. 

Live action and animated tv commercials; 
complete film facilities; large sound stage: 
Westrex sound system; standing sets and 
set construction; 35 and 16mm cameras and 
equipment; projection room and theatre; 
three editing rooms staffed and equipped. 
(Tv and theatrical division of Frederick K. 
Rockett Co.) 


American Film Co. 


1329 Vine St., Philadelphia 7; Walnut 
2-1800-1801; Ben Harris, m. 
Sales, distribution, inspection, shipping, 


storage, rentals, and commercials made to 
ordez, plus facilities for screenings and 
complete projection room service; handling 
of educational and advertising subjects. 


American Film Producers 

1600 Broadway, N. Y. 19; Plaza 7-5915; 
Robert Gross, exec prod; Lawrence A. 
Glesnes, exec prod; Frank Lepore, d of tv 
activities; Sheldon Abromowitz, prod con- 
trol; Barbara Brazong, off mgr. 

Complete production and distribution of 
sponsored motion-picture films and slide- 
films in color or b&w, live or animation, in 
16mm or 35mm, for theatres, television, 
government, industry, education, training, 
sales, public information, etc. 


American Television Enterprises, 
Inc. 

7324 Santa Monica Blvd., Hollywood 46, 
Calif.; Oldfield 49370. Louis E. DeWitt, 
p; Robert Kinoshita, vp; Kenneth B. Ur- 
heim, prodn m; James Liles, plant m. 
Commercials; live and film supervision; 
programs. 


Clyde Anderson Motion Pictures 
334 A St. Salt Lake City 3; Empire3-5337; 
Clyde Anderson, m. 

Industrial films and commercials. 


AnimArt Studios, Inc. 

212a W. McDaniel St., Springfield, Mo.; 
University 5-7961; Ray W. Gibson, p; 
Ken Cowan, art d; Carl Fox, consultant: 


W. Dale Russell, d of photography. 
Creators and producers of animation and 
live action for tv commercials. 


Animated Productions, Inc. 

1600 Broadway, N. Y. 19; Columbus 
5-2942; Al Stahl. 

Industrial films, commercials and syndicated 
spots. Stop motion studios; special equip- 
ment for special effects; unusual optical 
printing production. 


Animation, Inc. 

736 N. Seward St., Hollywood 38, Calif.; 
Hollywood 4-1117; Earl Klein, p; Ed 
Barge, d; Sherwin A. Cazanov, prodn m; 
Helen Hansen, prodn sup; Pete Bastiansen, 
creative d; Hal Styles, natl sls mgr. 
Producers of storyboards; sound tracks; tv 
commercials; industrial training films; live 
action, animation. 

Branch Offices: 

14005 Fenkell Ave., Detroit 27; Broadway 
3-3040; Ted Petok, rep. 

221 North LaSalle St., Chicago 1; Rm. 
1064; FR 2-2628; Joe W. Edwards, rep. 
210 Fifth Ave., N. Y. 10; Albert Hecht, 


rep. Production and direction services. 


Animotion Associates Inc. 

333 W. 52nd St., N. Y. 19: Circle 6-3817; 
Graham Place, p; Otto Feuer, sec; Don 
Fellows, gm. 

Animation, film spots and industrials. 


Ansel Films, Inc. 

75 W. 45th St., N. Y. 36; Judson 2-7771; 
Jerry Ansel, p: Robert Grand, prodn m. 
Complete production facilities for animated 
and live-action films. 


Apex Film Corp. 

c/o MGM Studios, Culver City, 
Hollywood 3-5106; Jack Chertok, p. 
Industrial and educational films (lease or 
loan); film spot commercials. 


A.P.S., Inc. 

6 E. 46th St., N. Y. 36; Murray Hill 7- 
0944; H. A. Schendorf, p. 

Creation and production tv films, radio 
transcriptions. 


Calif. ; 


Arco Fiim Productions, Inc. 
580 Fifth Ave., N. Y. 36; Columbus 5-6968; 
R. J. Oulmann, p; A. O. Carlson, vp. 





OVERNIGHT PRODUCTION OF FILMED STORYBOARDS & LIMITED ANIMATED SPOTS 


MEL HARRIO 
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YOUR STORYBOARDS, DRAWINGS, 
PHOTOS, PHOTOGRAPHED ON FILM, 
SYNCHRONIZED TO SOUND TRACK 


PRICES AS LOW AS $300. 


SEND FOR SAMPLE REEL 
(AT&T. Esso. Goodyear. etc.) 


Al Stahl animates everything 


| ANIMATED PRODUCTIONS, INC. 


1600 Broadway, New York 19, COlumbus 5-2942 





ANNOUNCING 


THE 1962 AMERICAN 
TV COMMERCIALS 
FESTIVAL 


Open to all commercials shown on 
U. S. and Canadian Television from 


March 1, 1961 to March 1, 1962. 


Best of Product Category Awards, 
Citations for Film and Videotape 
Techniques, Best Single Market and 
Canadian Market, Retail Store, and 
others. 


| Judged by five regional Councils of 


prominent advertising executives— 
in New York, Chicago, Los Angeles, 
Dallas and Toronto. 


Awards presented and Winners 
screened on May 4th in the Grand 
Ballroom, Waldorf-Astoria, New York 
and in other Advertising Centers 
during May & June. 


ENTRY DEADLINE: 
February 15th, 1962 


THE AMERICAN 
TV COMMERCIALS 


FESTIVAL 





For Information and Forms: 


Wallace A. Ross, Director 


The American TV 
Commercials Festival 
40 East 49th Street 
New York 17, N. Y. 

ELdorado 5-5877 
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Tv film shows; tv film commercials; anima- 
tion, b&w, animation, color; package tv 
film shows; import film. 


J. Armstrong & Co. 

420 Lexington Ave., N. Y. 17; Lexington 
2-5970; Joseph Armstrong, p. 

Syndicated commercials for brewers, banks, 
savings and loan, dairies. Custom commer- 
cials. 


Arrowhead Productions 

1122 So. La Cienega Blvd., Los Angeles 
35, Calif; OL 2-4171; Burt I. Harris, gm. 
Tv film shows; tv film commercials. 


Arte Productions, Inc. 

1604 Broadway, N. Y. 19; Circle 5-0790; 
Ralph Teitelbaum, p. 

Commercial, industrial, medical and doc- 
umentary films. 


Artists Recording Studios 

8718 E. 77 Terrs., Kansas City 33, Mo.; 
Fleming 3-6767; Bill L. Godden, p. 
Synchronous sound recording; musical jin- 
gles; equipment sales. 


Atlas Film Corp. 

1111 S. Blvd., Oak Park, Ill; Austin 
7-8620; J. A. Kellock, p. 

Commercials, syndicated spots and indus- 
trial films. 

Branch Offices: 

408 Rucker PI., Alexandria, Va.; Overlook 
3-1525; 


11 Barbour Terrs., Box 36, Bloomfield 


Hills, Mich.; Midwest 7-1155; | 
6331 Hollywood Blvd.; Hollywood, Calif.; 

Hollywood 9-3904. 

2801 Cyclorama Dr., Cincinnati 11, Ohio; 

Montana 2-2228. 


A.T.U. Productions, Inc. 

130 W. 57th St., N. Y. 19; Judson 6-4292-3: 
Allen Swift, p & creative d; Cal A. Stad- 
len, vp & gm. 

Creators and producers of television com- 
mercials specializing in humor. Animation, 
puppets, live action. Single spots or com- 
plete advertising campaigns. Storyboards. 
Syndicated spots. 


Audio Productions, Inc. 


630 Ninth Ave., N. Y. 36; Plaza 7-0760: 
Frank K. Speidell, p; Pete Mooney, vp; 
Harold R. Lipman, tv m. 

Producers of tv commercials and industrial 
films. 


Aurvid Productions (Div. Radio’s | 2 


Reliable Resources) 

P. O. Box 413, Philadelphia 5; Locust | 
4-4429:; Franklin O. Pease, optns m; H. I. 
Greene, m; David Rosen, d flm dist. 

Ty live programs; tv film shows; live com- 
mercials; tv film commercials; animation, 
b&w; package tv live shows; package tv | 
film shows; tv talent; tv scripts; syndi- 
cate tv film; export film; import film; | 
sound or laboratory facilities and services. | 
Branch Office: 

P. O. Box 265, Clewiston, Fla; Yukon 3- 
1711-01. 








“MY WORD! 






yf % Aus 
Says Charlie Bluntfeather, hero of 
the recent Modoc War. 
“...FilmFair does keen work and 
they’re nice folks, but why did they 
have to steal our horses? That yaller 
one’s mine, Sheriff.” 


6 | 8 | rumrair 


1040 North McCadden Place Hollywood 38, Calif. 





CREAJVVITY 





Bringing the exact effect and flavor of the client’s and the 


agency’s creation intact to the television screen . 


. . that is 


CreaTVity. It is hard to define but easy to recognize in any 
good commercial. It requires the total effort of a crack produc- 
tion team, working with the most modern equipment. 


CreaTVity is the reason the finest agencies choose Audio Pro- 
ductions to serve their most valued clients, again and again. 


UDIO 


PRODUCTIONS, INC. 
630 Ninth Ave., N. Y. 36, N. Y. ¢ PL 7-0760 
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Austin Productions, Inc. 


P. O. Box 713, Lima, Ohio; CA 9-7881; B. 
Otto Austin Jr., p; Clair E. Butturff, vp. 
Film commercials, syndicated spots and in- 


dustrial films. 


B and B Animation, Inc. 
210 E. 47th St., N. Y. 17; Plaza 2-3750; 
Bill Hudson; Ben Farish. 


Commercial film producers. 


Bil Baird’s Marionettes 


Menno 


John W. Garling, one of the world's 
top twenty animators and Cannes 
Film Festival Animation Award == 
winner, has joined Bandelier as === 
Manager and Vice President. BS 


SHOT 35MM COLOR REDUCED TO 16MM 


59-61 Barrow St., N. Y. 14; Yukon 9-9840; 
Bil Baird, Cora Baird, ps. 

Create and produce commercials and pub- 
lic-relations films. 


Bandelier Films, Inc. 

1837 Lomas Blvd., NE, Albuquerque; 
Chapel 3-5848; Robert Stevens, p. 

Fully animated tv film commercials, b&w 
and color technical training, documentary 
& industrial animated films, 35mm & 16mm. 









Bandelier produces the best animation for 

the money, in the business. We believe this 

~ because clients say so, and keep coming back 
year after year! 

We work with the biggest, as well as smaller 
= agencies. 
lower than you'll find anywhere. Our quality 
~= is the best and remains constantly at the 


Our prices are at least one-third 


Garling, formerly associated with == highest | [ 

roducers in England, South Africa 9 es! EVE 
wad for the aon pi oe otias "te < Send —— or storyboard for quotation 
- ana see: 


Hollywood, has worked on such =: .. 
renowned cartoon series and com- * 
mercials as: : 
© Hamm's Beer 
® Rocky and 
His Friends 
© Popeye 
® Tootsie Rolls 
® Mr. Magoo 
® Dick Tracy 
_ © Sir Loin and 
% The Dragon 
© Gillette 














BANDELIER FILMS, INC. 
DENVER ALBUQUERQUE CHICAGO 


Address All Correspondence to Main Office and Studio, 
1837 Lomas Blvd., N.E., Albuquerque, New Mexico <= : 


Thos. J. Barbre Productions 

2130 S. Bellaire St., Denver 22; Sky- 
line 6-8383; Thos. J. Barbre, o-prod; 
Anita T. Barbre, asst m; Paul F. Em- 
rich, asst d. 

Business films, industria] films, tv spots and 
films; every film service; photography, re- 
cording, editing, writing, music library; 40 
x 60 ft. sound stage; lighting equipment; 
sound truck. 


Basch Radio & Television Produc- 
tions 

17 E. 45th St. N. Y. 17; Murray Hill 
2-8877; Charles J. Basch Jr., Frances 
Scott, ps; Ronald Dawson, d. 

Tv commercials, animation or live talent; 
film programs; industrial and training films, 
in b&w, color; 35mm or 16mm. 


Bay State Film Productions, Inc. 
35 Springfield St, Agawam, Box 129, 
Springfield 1, Mass.; RE 43164; Morton 
H. Read, p; David D. Doyle, vp-sls; Harold 
O. Stanton, vp-tv; Merrill Sweetman, assoc 
prod. 

Producer of industrial film and commer- 
cials. 

Branch Office: 
80 Boylston St., 
David D. Doyle, vp-sls; 
worth, ae. 


Boston 16; HA 6-8904; 
Lowell F. Went- 


Beacon Television Features, Inc. 
115 Newbury St., Boston 16; Common- 
wealth 6-6881; J. L. Sanderson, p; B. G. 
Keane, treas. 

Complete tv film commercial service; story- 
boards, with copy furnished through com- 
pleted film production; estimates on story- 
boards through film production; feature- 
film production, industrial films, etc. 


V. S. Becker Productions 
551 Fifth Ave., N. Y. 17; Murray Hill 
2-0777; Viola S. Becker, o & exec prod. 


Tv film commercials, film shows, indus- 
trials, distribution and live shows. 








biever & 
stein 


inc. 








productions, 


527 MADISON AVE., 


NEW YORK 22, N_-Y., 


PLAZA 33-1147 
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Bemiller Productions, Inc. 


0000 Sunset Blvd., Room 103, Hollywood 
28, Calif.; Hollywood 2-3546; Robert H. 
Bemiller, p; Richard T. Bemiller, bus m; 
Ted C. Bemiller, cinematography d. 
Animated commercials; live-action commer- 
cials; jingles; color, b&w; syndicated 
commercials. 


Bengal Pictures 

3014 Petite Ct., Los Angeles 39; Normandy 
2-7808; Robert C. Deaterna, film ed; 
Ralph Gardner, asst prod; Cheri Lé 
Blanche, script-story-narration; Charley 
Knight, sound. 

Tv spots; feature westerns; quarter-hour 
shorts; commercials; films made to order. 


Real Benoit Film Productions 
2161 St. Catherine St. W., Montreal, Can.; 
We 3-7339; Real Benoit, o. 


Russell R. Benson Productions 
136 N. Delaware St., Indianapolis; Mel- 
rose 7-0306; Russell R. Benson, p; Dun- 
can P. Schiedt, d photography. 
Industrial and educational films (lease or 
loan); film spot commercials. 


Guy Biddick 

1046 S. Olive St., Los Angeles 15; Rich- 
mond 9-8800; Guy Biddick, m; Sid 
Sutherland, prodn m; Burt Zoul, travel 
rep; Barbara McNey, off m. 
Commercials and syndicated spots. 


Biever & Stein Productions, Inc. 
527 Madison Ave., N. Y.; Plaza 3-1147; 
Curtis Biever, p; Lou Stein, sec. 

Creation of jingles, theme, mood and back- 
ground music for tv-radio commercials, 
industrials and films. 


Bray Studios, Inc. 

729 Seventh Ave., N. Y. 19; Circle 5-4582; 
J. R. Bray, chmn bd; P. A. Bray, p & 
prodn m; P. Bray Jr. vp, sls; Max 
Fleischer, animation d; B. D. Hess, dis- 
tribution m. 


Bill Burrud Productions 

7559 Santa Monica Blvd., Hollywood 46, 
Calif.; Hollywood 3-8181; Bill Burrud, p; 
Gene McCabe, vp. 

Tv live programs; tv film shows; tv film 
commercials; educational shorts; industrial 
shorts; package tv film shows; syndicate 
tv film. 


Ss. W. Caldwell, Ltd. 

447 Jarvis St., Toronto 5, Ont.; WA 2-2103, 
CI 9-7641; Spence Caldwell, p; Gordon 
Keeble, exec vp; Sydney Banks, vp (prod) ; 
Ken Page, vp (sls.) 

35/l6mm tv and industrial production; 
studio and equipment rental; animation 
(full cell and camera); art work, slides, 
film strips, kine recording, sound record- 
ing; 35/16mm processing and printing. 
Branch Offices: 

Suite 319, 1410 Stanley St., Montreal, Que.; 
AV 8-0528; J. R. DeBow, branch m. 

355 Main St., Ottawa, Ont.; CE 5-1023; D. 
Manson, Ottawa, rep & d. 

655 Viscount Place, Winnipeg; GL 2-1318; 
G. Hellman. 

1049—32nd Ave. W., Vancouver; RE 6- 
7280; Miss Florence Ward. 


Calhoun Studios, Inc. 

264 E. 78th St, N. Y. 21; Lehigh 
5-2120; Brian Calhoun, p; Paul A. Gold- 
schmidt, vp; Dietlinde Ruber, sec-treas; 
Fred Carley, prodn d; Charles Gennell, 
sls m. 

Commercials, syndicated spots and indus- 
trial films. 


California International Produc- 
tions 

6710 Melrose Ave., Hollywood 38, Calif.; 
Webster 9-1491; H. F. O'Donnell, o. 
Tv film shows; tv film commercials; educa- 
tional] shorts; industrial shorts; religious 
films; animation, b&w and color. 


Lars Calonius Productions, Inc. 
45 W. 45th St., N. Y. 36; Plaza 7-0350; 
Lars Calonius, p. 


Producers of animation and live action 
commercials. Specialists in creative story 
board and idea development. 


Camera Craft ; 

6800 Sunset Blvd., Hollywood 28, Calif.; 
Hollywood 3-6856; Robert Crawford. 
Commercials and slides. 


Campus Film Productions, Inc. 

20 E. 46th St., N. Y. 17; Murray Hill 
2-8735; Nat Campus, p & prod; Jules 
Krater, exec prod. 


Canadian Film Industries Co., Ltd. 
310 Lakeshore Rd., Toronto 14, Can.; Clif- 
ford 5-2351; Arthur Gottlieb, p. 


Tv film shows; tv film commercials; educa- 
tional shorts; industrial shorts; animation, 
b&w, animation, color; music effects; rent 
studios and facilities; sound or laboratory 
facilities and services; process film. 


Canyon Films of Arizona, Inc. 
834 North Seventh Ave., Phoenix; Alpine 
2-1719; Raymond Boley, prod; Robert 
Allen, d of photography. 

Complete production of tv film commercials 
and publicrelations films; live action or 
animated, 16mm or 35mm. 


Capital Film Service 

224 Abbott Rd., East Lansing, Mich.; 
Edgewood 2-3544; James Robert Hunter, 
p. 

Tv live programs; tv film shows; live com- 
mercials: tv film commercials; soundies: 
educational shorts; industrial shorts: re- 
ligious films; newsreels; animation, b&w; 
animation, color; musical effects; tv 





scripts; syndicate sound effects library; | 
rent studios and facilities; sound or labo- | 
ratory facilities and services; process film. | 


Captain Z-Ro Productions, Inc. 
209 E. 56th St., N. Y. 22; Eldorado 5-7943; 
Henry Brown, p. 

Tv film shows; tv film commercials. 


Jimmy Carroll, Inc. 

210 W. 55th St., N. Y. 19; Circle 6-5967. 
Producer of musical radio and television 
commercials. 


Cascade Pictures of Calif., Inc. 
1027 N. Seward St., Hollywood 38, Calif.: 
Tollywood 2-6481; B. J. Carr, p; Roy Sea- 


wright, vp & d of photography; Vaughn 
Paul, vp prodn; George B. Seitz Jr., prod- 
d. 


Commercials, syndicated spots and indus- 
trial films. 


Cate & McGlone 

1521 Crossroads of the World, Hollywood 
28, Calif.; Hollywood 5-1118; T. W. Cate, 
E. D. McGlone, pts. 

Industrial relations, documentary, public 
relations, sales promotion, sales training, 
travelogues and tv commercials; complete 
production. including script writing, story- 
boards, photography and editorial services. 


Cavaicade Television Programs 
7904 Santa Monica Blvd., Hollywood 46, 
Calif.; Oldfield 44144; Harvey Pergament. 
Tv film shows; tv film commercials; educa- 
tional shorts; animation, b&w, animation, 
color; export, import film. 


CBS Animations 
485 Madison Ave. N. Y. 22; PLaza 1- 
2345; Tom W. Judge, g sls m. 


Centron Corp., Inc. 

W. 9th at Avalon Rd., Lawrence, Kan.; 
Viking 3-0400; Arthur H. Wolf, p. 

Film spot commercials; industrial and edu- 
cational films (lease or loan). 


Hu Chain Associates 

15 E. 48th St., N. Y. 17; Plaza 5-5240; 
Hubert V. Chain, o. 

Tv film commercials, live action and ani- 
mation; industrial films. 
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ALCOA (FULLER & SMITH & ROSS) 


BY CHUCK GOLDSTEIN PRODUCTIONS, INC. 
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CHUCK GOLDSTEIN 


PRODUCTIONS, 





INC. 





A. T. & T. (N. W. AYER) 
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PRODUCTIO 





ROME 
NS, INC. 








BENEFICIAL FINANCE CO. (AL PAUL LEFTON) 


BY PHIL DAVIS MUSICAL ENTERPRISES, INC. 
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PHIL DAVIS 


MUSICAL ENTERPRISES, 





INC. 





CANADA DRY (J. M. MATHES) 


BY EDDY MANSON & FAILLACE PRODUCTIONS, INC. 
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EDDY MANSON 


PRODUCTIONS, 
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Charter Oak Tele-Pictures, Inc. 
23 E. 90th St., N. Y.; Trafalger 6-6800; 
Louis Cavrell, p; Ira Cavrell, film d: Otis 
Cavrell, sec. 

Producer of commercials, industrials, pro- 
grams, training and sales films. 


Chicago Film Studios 

720 N. Michigan Ave., Chicago 11; White- 
hall 4-6971; E. G. Josephson, p; Russell T. 
Ervin, prodn m; Robert D. Casterline, sls 
m; Tod Yamamoto, lab m. 

Tv commercials and industrial films, 35mm 
& 16mm recording services. 


Christensen-Kennedy Productions, 
Inc. 

2824 Harney St., Omaha 31; 341-2977; 
Ray Christensen, p & g sls m; Ken Dun- 
ning, art d; Bob Hufstader, prodn m; Den- 
nis McGuire, d; William Lobb, sound; 
John Frechette, photography & editing. 
Television commercials, syndication of tele- 
vision spots, syndication of bank commer- 
cials, animation, 35mm sound slide film 
strips; all types of motion pictures. 
Branch Office: 

1601 N. Gower, Hollywood 28, Calif.; 
2-3684; Jack L. Silver, west coast rep. 


HO 


Cine-Audio Alberta Co. Ltd. 
10251—106th St., Edmonton, Alberta, Can- 
ada; Garden 2-2017; N. J. Zubko, o 

Tv film commercials, educational shorts, 
industrial shorts, newsreels, medical films 
and animation; b&w processing and print- 
ing, color printing, music and sound ef- 
fects; recording and laboratory facilities 
and services. 


Cinecraft Productions, Inc. 

2515 Franklin Blvd., Cleveland 13, Ohio; 
Superior 1-2300; Bob Davidson, sls m; Ray 
Culley, prodn m. 

Tv, radio commercials, industrials, slide 
films, complete facilities 16mm & 35mm. 


Cinesound, Ltd. 

559 Rogers Rd., Toronto, 
2-7338; B. J. Bach Jr., 
l6mm b&w negative, 
processing; l6mm b&w & color release 
printing; 35mm negative processing, 35mm 
fine grains & dupe negatives; 16mm color 
masters with scene to scene color correc- 
tion; 16mm optical & magnetic 
& dubbing & mixing studios. 


Can.; Roger 
p & gm. 


positive & reversal 


recording 


Cine-Sports Productions 
#2 High View Terrace, 
Conn.; OX 7-9174, N. Y.; 
Smith, p. 


New Canaan, 
Walter Harrison 


Cine-Tele Productions 

6325 Santa Monica Blvd., Hollywood 38, 
Calif.; Hollywood 5-3376; Harry J. Leh- 
man, p; Cecile Lehman, vp; Jacques 
Lehman, treas; Phillip Saltz, sec. 
Animated commercials; industrial motion 
pictures; 16/35mm editing services; sound 


services; motion-picture photography; 
training film productions. 
Cinetoon Productions 
1847 Fort St., Honolulu 13, Hawaii; 


502677; Maurice D. Myers. 
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Commercials, syndicated spots and indus- 
trial films. 


Cine-Video Productions, Inc. 
Milford, Conn.; Trinity 46590; Garo W. 
Ray, p. 

Industria] and educational films; film spot 
commercials. 


Clifton Productions, Inc. 

62 West 45th St., N. Y. 36; Murray Hill 
2-0040; Maurice T. Groen, p; Ronald T. 
Groen, vp chg prodn; Bertram Cohen, asst 
prodn m. 

Industrial, educational and sales training 
films; tv commercials; specialize in color; 
large color stock—shot library of interna- 
tional footage. 


Coffman Films, Inc. 

4519 Maple Ave., Dallas 19; Lakeside 
8-3692; Hammond Coffman, p; Howard 
Greene, prodn m, 


John Colburn Associates, Inc. 

1122 Central Ave., Wilmette, Ill.; Alpine 
1-8520, Broadway 3-2310; John E. Colburn, 
p; Henry Ushijima, vp; Sumner J. Lyon, 
vp & creative d; William H. Stewart, 
prod-d; Del Schroer, prodn m. 

Sound stage and production facilities tor 
16mm and 35mm industrial and tv films and 
commercials. 


Columbia-Screen Gems, Inc. 

Tv Commercial & Industrial Film 
Division 

1438 N. Gower St., Hollywood 28, Calif.; 
HO 2-3111; Joe Swavely, d; Richard 
Kerns, exec prod; Roy Hollingsworth, 
prodn m; Edward Rinker, ae. 

Tv commercials, Industrial & PR films, 
sponsored theatrical films. 

Branch Offices: 

230 N. Michigan Ave., Chicago 1, IIL; 
Burton Neuburger, Mid-West rep. 
Elliot-Unger-Elliot, 414 W. 54th St., N. Y. 
19; JU 6-5582. 


Continental Film Productions 


2320 Rossville Blvd., Chattanooga; Amherst 
7-4302; James E. Webster, p; H. L. 
Thatcher, treas; Thomas Crutchfield, sec. 
Television commercials, live and animation 
in 16 mm and 35mm; 16mm _ industrial 
films; 35 mm filmstrips. 


Corelli-Jacobs Film Music, Inc. 
723 Seventh Ave., N. Y. 19; Judson 6-6673; 
Alfonso Corelli; Fred Jacobs. 

Music library on disc and tape. Editing of 
music scores for tv commercial films and 
motion pictures. Original scores, sound ef- 
fects. 


CR Enterprises Ltd. 


1148 S. Shenandoah St., Los Angeles 35; 
Bradshaw 2-6884; Cy Roth, p & prod. 

All film commercials, but no animation 
services. 


Roland D. Crandall Productions 


31 Heusted Dr., Old Greenwich, Conn.; 
NO 7-0425; Roland D. Crandall, p. 
Producer of commercials. 


Advertising Directory of 


TOP MUSICAL COMMERCIALS 





HALO (D'ARCY) BY JOHN GART—R. T.S. PRODUCTIONS, INC. 
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BY JOHN GART—R.T.S. 


PRODUCTIONS, INC. 





L & M (J. WALTER THOMPSON) BY SCOTT TEXTOR PRODUCTIONS, INC. 














SCOTT-TEXTOR 
PRODUCTIONS, INC. 








TO ALL GOOD MEN BY SIGNATURE MUSIC, INC. 













- > _— - + 
Mer-Ry Cuyaeist-mas Har-PY New Year From AL oF US Te Au oF You. 





SCORED BY HANK SYLVERN 
FOR SIGNATURE MUSIC 








‘TWA (FOOTE, CONE & BELDING) 




















FORRELL, THOMAS & POLACK 
ASSOC., INC. 
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Thomas Craven Film Corp. 

330 E. 56th St., N. Y. 22; Murray Hill 
8-1585; Thomas Craven, p; Beverly 
O'Reilly, ae; Bill Robinson, prodn sup. 
Creation and production of tv spots, in- 
dustrial and documentary films, and filmed 
tv series. 


Crawley Films, Ltd. 

19 Fairmont Ave., Ottawa, Ont.; Parkway 
8-3513; F. R. Crawley, p; Graeme Fraser, 
vp; Charles Everett, vp; Sally McDonald, 
producers’ service div: J. S. Moore, tv 
commercials div. 

Television films, sponsored films; tv com- 
mercial dept., production services, sound 
recording, animation, complete lab facilities. 
Branch Offices: 

1467 Mansfield St., Montreal, P.Q.; Avenue 
8-2264; Arnold Shuster, m. 

181 Eglinton Ave. E., Toronto, Ont.; Hud- 
son 5-0325; William C. Kennedy, m. 


Colmes-Werrenrath Productions, 
Inc. 

1037 Woodland Drive, Glenview, Il.; Park 
9-0011; Walter Colmes, p. 

Creative services; production, direction. 
writing; complete studio facilities; com- 
plete editing and projection facilities. 
Branch Office: 

William Penn Hotel, Pittsburgh, Pa.; Grant 
1-3696; George Heid, Pittsburgh rep. 


Commerce Pictures 
525 Poydras St.. New Orleans; Magnolia 
5026; Robert Wiegand, p. 


Short-length commercials, live action, art, 
special effects, opticals; studio; lab; Koda- 
color prints. 


Commercial Syndicated Films, Inc. 
40 W. Kinzie St., Chicago; WH 4-7477; 
William R. Johnson, p; Irving Bell, vp 
& treas; Betty L. Taylor, sec. 

Syndicated commercials in color animation, 
completely customized for local use. 


Commodore Productions & Artists, 
Inc. 

6636 Hollywood Blvd., Hollywood 28, Calif. ; 
Hollywood 9-7502; Walter White Jr., p- 
exec prod. 

Tv live programs; tv film shows; tv film 
commercials; industrial shorts; package tv 
film shows. 


Concord Co. 

9006 Sunset Blvd., Hollywood 46, Calif.; 
Bradshaw 2-7801; Charles R. Purnell, Lee 
Atkinson, ps. 

Tv live programs; tv film shows; live com- 
mercials: tv film commercials; industrial 
shorts; religious films; travelogues; anima- 
tion, b&w; animation, color; package tv 
live shows: package tv film shows; tv 
scripts; syndicated tv film shows. 


Consul Film Corporation 

Samuel Goldwyn Studios; Hollywood 46, 
Calif.; Hollywood 7-6101; Paul G. Benton, 
p; Fred Ahern, vp & sec; Robert M. 
Koenig, vp & treas. 

Producers of commercials and programs for 
television; films for industry and theatrical 
features. 








PRODUCED BY D&R PRODUCTIONS INC. 
210 E. 47TH ST. N.Y.C. PLAZA 2-6520 
FOR: KETCHUM MACLEOD & GROVE INC. 
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Creativision 

1780 Broadway, N. Y. 19; Circle 5-4830; 
Seymour Posner, client services. 
Commercials and public service tv program 
films, 

Creston Studios (tv spots-com’l div.) 1037 
N. Cole Ave., Los Angeles 38; Hollywood 
5-5171; Shull Bonsall, p; Bob R. Ganon, 
vp & gm; Samuel Nicholson, vp & creative 
d; David Hoffman, prodn m. 

Animated & live action tv film commercials 
& industrial films; animated entertainment 
films for television. 


Cristal Animation, Inc. 
17 E. 45th St., N. Y. 36; TN 7-3480; Charles 
A. Bemant, p; Len Kleiderman, vp; 
Fernando Venegas, creative d. 
Producers of animated tv commercials, 
animated industrials and educational films. 


Bing Crosby Productions 

9028 Sunset Blvd., Los Angeles 46; Crest- 
view 1-1171; Bing Crosby, chmn of bd: 
Basil F. Grillo, p. 


Crossroads Tv Productions 

1121 S. Glenstone, Springfield, Mo.; Uni- 
versity 2-4422; John B. Mahaffey and E. E. 
Siman Jr., mng vps. 

Live shows: videotape; film commercials. 


CTN Film Productions (Div. of 
Commercial Telecast Networks, 
Inc.) 

11 Broadway, N. Y. 4; Bowling Green 
9-6296; William F. Hogan, vp; D. C. Du- 
rant, sec. 

Creative consultation and production super- 
vision of tv film commercials on annual con- 
tract basis only with advertising agencies. 


Cummings Productions, Inc. 

35 W. 53rd St., N. Y. 19; Plaza 7-6452; 
Ralph Waldo Cummings, p. 

Producer of musical commercials for radio 
and television. 


D&R Productions, Inc. 

210 E. 47th St., N. Y. 17; Plaza 2-6520; 
Ron Fritz, p; Dan Hunn, vp chg anima- 
tion; Judy Price, prodn coord. 

Full production for animation frum crea- 
tion to final film. 


Dalton Film Co. 

813 Daniel Bldg., Tulsa 3; Luther 5-9973; 
Russell W. Kurtz, p. 

Tv live programs; tv film shows; tv film 
commercials; package tv live shows; pack- 
age tv film shows. 


Phil Davis Musical Enterprises, 
Inc. 

59 E. 54th St. N. Y. 22; Murray Hill 
8-3950; Phil Davis, p; E. C. Redding, 
creative d; Earl Paul, vp, mus d; L. H. 
Davis, sec-treas; Joe Rhodes, prodn m; 
Hale Rood, flm score d; Corky Robbins, 
mus dvlpmnt m; Frances B. O’Brien, pr d; 
Renee Strum, exec sec. 

Creators and producers of custom-built 





It 





musical commercials for tv film soundtracks 
and radio transcriptions; musical consult- 
ants to advertising agencies and film pro- 
ducers; composition of original music and 
copy approaches for spot campaigns; facili- 
ties to handle any service or complete pack- 
age. 


Gordon M. Day Productions 

15 W. 44th St, N. Y. 36; Murray Hill 
2-5299; Gordon M. Day, p; Carol Bulkley, 
vp; Leo L. Reich, treas; Anne Closner, 
creative d. 

Writing-production of tv-radio jingles & 
film spots. Consultant to advertising agen- 
cles, 


De Frenes Co. 

1909-1919 Buttonwood St., Philadelphia 30: 
LO 3-1686; Joseph De Frenes, p & sls 
m; Richard De Frenes, sec; Michael 
Levanios, vp for prodn. 

Commercials, programs and industrials. 


Demby Productions, Inc. 

Hotel Plaza, 1 West 58th St., N. Y. 19: 
Plaza 9-2495; Emanuel Demby, p; Betty 
Jeffries, research d; Mimi Reichert, client 
relations. 

Producer of programs, commercials, and 
features. Affiliated with Motivation Re 
search Associates. 


Florian de Narde Productions 

3 East 57th St., N. Y. 22; Plaza 3-7030; 
Mr. Florian de Narde, o. 

Producer of commercials, industrial and 
documentary films. 


Hal Dennis Productions 

6314 La Mirada Ave., Hollywood 38, Calif. 
Motion picture production, live action; 16 
& 35mm b&w & color; animation. 


Jack Denove Productions, Inc. 
6611 Santa Monica Blvd., Hollywood, Calif. ; 
HO 48331; Jack Denove, p. 


Dephoure Studios, Inc. 

782 Commonwealth Ave., Boston 15; Bea- 
con 2-5722; Joseph Dephoure, p & treas; 
Milton L, Levy, vp. 

Commercials, syndicated spots and indus- 
trial films. 


Depicto Films Corp. 

254 W. 54th St, N. Y. 19; Columbus 
5-7620; J. R. Von Maur, p. 

Commercials, industrial films, and _ sale 
meetings. 


Louis De Rochemont Assoc., Inc. 
380 Madison Ave., N. Y. 17; Oxford 7-0350. 
Tv film shows; commercials; educational, 
industrial shorts; religious films; animation, 
b&w & color; package tv film shows; im- 
port film. 


Desilu Productions, Inc. 

780 Gower St., Los Angeles 38; Hollywood 
9.5911. 

Commercials and syndicated spots. 


Leo Diner Films 

332 Golden Gate Ave., San Francisco 2; 
Prospect 5-3664; Leo Diner, o. 

Tv spots, complete lab sound recording, tv 
recording, large stage, animation, editing. 


Walt Disney Productions, Inc. 
500 South Buena Vista, Burbank, Calif.; 
VI 9-3411; Roy O. Disney, p; Card Walker, 
vp chg adv & sls; Donn Tatum, vp chg tv; 
William Anderson, vp chg prodn; Dick Mc- 
Kay, pub d; Bill Dover, story ed. 

Buena Vista Distribution Co., Inc., 477 
Madison Ave., N. Y.; Plaza 9-3880; Irving 
Ludwig, p & g sls m; Charles Levy, d 
adv & publicity. 


Dolphin Productions, Inc. 

37 W. 57th St., N. Y. 19; Plaza 3-5892; 
Allan Stanley, p. 

Producers of commercials, animation and 
motion pictures for tv and industry. 


Dolphin-Ross Productions : 
37 W. 57th St. N. Y. 19; Plaza 3-5892; 
Allan Stanley, chg prodn; Roy Ross, crea- 
tive d. 

Producers of tv IDs and radio; station 
promotions; jingles; film scores and musical 
effects and programs, 


Douglas Productions 

10 W. Kinzie St., Chicago 10; Mohawk 
4-7455; Fred C. Raymond, p; Arthur R. 
Jones III, exec vp; Douglas P. Raymond, 
vp-prodn. 

Producer of films for educational, indus- 
trial and television use; motion pictures; 
slide films, titling, animation and conform- 
ing; laboratory work and printing services. 


Cal Dunn Studios, Inc. 

141 W. Ohio St., Chicago 10; 644-7600; 
Cal Dunn, p; Joseph G. Betzer, vp; Art 
Springer, art & anima d; Helen A. Krupka, 
creative services d. 

Tv commercials—animated and live; motion 
pictures and slide films for sales pro- 
motion, training, product information 
and employee indoctrination; tv commer- 
cials and productions. Facilities: creative, 
art, photographic, animation — Oxberry 
animation camera, editing, supervisory 
staffs and complete sound stages, l6mm 
and 35mm motion and slide-film cameras; 
16mm and 35mm editing and sound equip- 
ment; distribution facilities. 


Dynamic Films, Inc. 


405 Park Ave., N. Y. 22; Plaza 1-7447; | 


Nathan Zucker, p; Walter Lowendahl, exec 
vp; Gerald Carrus, controller; Mina Brown- 
stone, d prom & pr; Milton Perlman, prod; 


Sol S. Feuerman, p, Medical Dynamics, | 


Inc. 

Branch Offices: 

112 W. 89th St., N. Y. 24. 

573 N. Melrose, Elgin, Ill; Sherwood 2- 
0844; Mal Middlesworth. 

204 Triangle Bldg., Pittsburgh 22; Express 
1-0316; William Matthews. 

Editing, production and recording studios. 


East Coast Productions, Inc. 

45 W. 45th St., N. Y. 36; Circle 6-2145-6; 
Joseph Josephson, p. 

Production, editorial and technical services 
for tv. 


Educational Films Corp. of America 


1501 Broadway, N. Y. 36; Pennsylvania | 


6-1780; Earle W. Hammons, p. 
Tv film commercials; educational shorts; 
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music effects; package tv live shows; pack- 
age tv film shows. 


Educational Film Enterprises, Inc. 
6770 Hollywood Blvd., Hollywood 28, Calif. ; 
HO 4-7721—7-2806. 

Production of every kind of commercial, 
educational, industrial and publicity film. 
Film library of historical documentary 
footage. 

Branch Office: 

11 Commerce St., Newark 2, N. J.; Sidney 
S. Jaffee, treas-vp. 


Ed-Venture Films 

1122 Calada St., Los Angeles 23; AN 
1-1885; William E. Hines, p. 

Consulting and producing, pre-production 
planning, production and post production 
—studio and location shooting; aerial and 
underwater specialists; live action on film 
and mobile video tape. 


Elan-Porter Productions, Inc. 

19 W. 45th St., N. Y. 36; Judson 2-1992; 
Raphael Elan, p. 

Live commercials; tv film commercials; edu- 
cational shorts; industrial shorts; religious 
films. 


Electro-Vox Recording Studios 
5546 Melrose Ave., Hollywood 38, Calif.; 
Hollywood 5-2189; Bert B. Gottschalk, p. 
Live commercials; industrial shorts; rent 
studios & facilities; slides. 


Elektra Film Productions, Inc. 

33 W. 46th St., N. Y. 36; Judson 2-3606; 
Abe Liss, p. creative d; Sam Magdoff, 
sec, sls & bus m. 

Complete film service of commercials-indus- 
trials. Creation of storyboards and scripts for 
both animated and live-action film. 


Peter Elgar Productions, Inc. 

75 W. 45th St., N. Y. 36; Judson 6-1870; 
Peter F. Elgar, p. 

Films for industrial, educational and re- 
ligious use and television. 


Elliot, Unger & Elliot, Inc. 

(A Division of Columbia Pictures) 
414 W. 54th St., N. Y. 19; Judson 6-5582; 
Stephen Elliot, p; Michael Elliot, treas; 
William H. Unger, sec; L. L. Goldwasser, 
exec prod; Alfred Mendelsohn, g sls m; 
Joe Swavely, chg w coast div; Dick Kerns, 
exec prod. 

Tv filmed commercials. Four sound stages in 
N. Y.; Columbia Studios in Calif. 
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Charles Elms Productions, Inc. 

5 E. 40th St, N. Y. 16; Murray Hill 
6-8877; Charles D. Elms, p; Charles D. 
Elms Jr., vp; R. M. Elms, sec. 

Complete service from planning through 
production; both photographic and ani- 
mated. Motion pictures, slide films, tv com- 
mercials, “Widescope” presentations, slides, 
easels. 

Branch Office: 

163 Highland Ave., N. Tarrytown, N. Y.; 
Medford 1-3363; Charles D. Elms, p. 


Emerson Film Corp. 

1037 Woodland Dr., Glenview, Ill.; Park 
9.0011. 

Commercials and syndicated spots. 


Empire Production Corp. 

480 Lexington Ave., N. Y. 17; Plaza 9-4505; 
Arthur Lubo, p; L. Hamilton Holton, vp 
prodn; C. Austin Love, vp sls. 
Commercials and syndicated spots. 


Walter Engel Productions, Inc. 

20 W. 47th St., N. Y. 36; Judson 2-3170; 
Walter Engel, p; Joseph Williams, exec 
prod sup; Robert Levengood, prodn asst. 
Producer of television spots, industrial, edu- 
cational and sales training films. Complete 


Enterprise Productions 

13750 Saticoy St., Van Nuys, Calif.; Tri- 
angle 3-2730; Sherman L. Weiss, exec prod. 
All commercial film services offered. 


Era Productions, Inc. 

5545 Sunset Blvd., Hollywood 28, Calif.; 
Hollywood 2-2251; Brice Mack, p; Robert 
Mack, vp; Milton Schaffer, sec-treas. 


Ted Eshbaugh Studios, Inc. 

1029 E. 163rd St., N. Y. 59; Dayton 9-3220; 
Ted Eshbaugh, p; Jack Eshbaugh, treas. 
Tv film shows; tv film commercials; educa- 
tional shorts; industrial shorts; religious 
films; animation, b&w; animation, color; 
package tv film shows; syndicated tv 
film; sound or laboratory facilities and serv- 
ices. 


Faillace Productions, Inc. 

59 E. 54th St., N. Y. 22; EL 5-1752; A. S. 
Faillace, Jr., p; Len Mackenzie, vp & crea- 
tive d; Chick Vincent, vp chg of program- 
ming; Bob Haggart, mus d; J. B. Zadig, 
sec, 

Creation; writing and production of musical 
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commercials and television background scor- 
ing; development and production of pro- 
gram material. 


Jerry Fairbanks Productions of 
California, Inc. 

1330 N. Vine St., Hollywood 28, Calif.; HO 
2-1101; Jerry Fairbanks, p; Leo S. Rosen- 
crans, hd creative dept; Robert Larsen, 
film d; Robert Scrivner, prodn m; Grant 
Spicer, studio m. 

Complete facilities for production of film 
commercials, studio, equipment. 

Branch Offices: 

520 N. Michigan Ave., Chicago; Whitehall 
4-0196; Robert Kemper, midwestern rep. 
219 Majestic Bldg., San Antonio; Capitol 
4-8641; Jack Mullen, southern rep. 
10432 W. McNichols Rd., Detroit; 
versity 4-0770; Hugh Gollogly. 


Uni- 


Fantasy Features, Inc. (Subsidiary 
to Lance Prod’s.) 

353 West 57th St., N. Y. 19; Plaza 7-6167; 
Lorren Lester, p; Alford Lessner, vp; 
Samuel H. Evans, treas; George Lessner, 
vp-sec. 

Producer of commercial, documentary, in- 
dustrial and puppet films. 


Farkas Films, Inc. 

385 Third Ave. N. Y. 16; Murray Hill 
3-9938; Nicholas Farkas, p; F. E. Robi- 
son, vp; Mary Finley, sec-treas; Francois 
Farkas, photo dept; Oscar Ray, scenario 
dept. 

Producer of non-theatrical and theatrical 
films; tv commercials. 


Don Fedderson Commercial 
Productions 

780 No. Gower St., Los Angeles 38; 
Hollywood 9-5911; Don Fedderson, chm 
bd; Jack W. Minor, p; Peck Prior, vp & 
gm; Fred Henry, exec chg prodn; John 
Stephens, prodn sup; Charles Van Enger, 
edit sup; Duncan Cramer, art d. 

Tv film commercials; industrial films. 


Ferro, Mogubgub & Schwartz, Inc. 
249 E. 49th St. N. Y. 17; Plaza 2-0720. 
Film direction for visual marketing & com- 
munication. Producers of film for tv com- 
mercials, industry, theatre, sales promotion 
& training, government, slide films, titles & 
education. Specialists in graphic design & 
animation. 


Filmack Studios 
1327 S. Wabash Ave., Chicago 5; Theater 
Dept. Harrison 7-3395; Tv Dept. Harrison 


) 7-4855; Bernard Mack, p: Don Mack, vp 


tv & ind sls; Pat Cascio, prodn sup. 

Tv commercials creation & storyboards— 
live sound stage or location photography. 
Full cell cartoon animation—limited & cycle 
animation—music, jingles, sound effects & 
voice recordings—35mm & l6mm b&w 
laboratory developing, editing, printing, tv 

| slides—filmstrips. 


| Film-Aide 

509 Harrison St., Amarillo, Tex.; Drake 
3-3777; George W. Tiffany; David K. 
Patton. 

Commercials and syndicated spots. 


Film Associates, Inc. 
4600 S. Dixie Highways, Dayton 39, Ohio; 


| 
| 
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293-2164; E. Raymond Arn, p & gm; Ed- 
ward R. Lang, prodn m. 

Complete production and 16mm laboratory 
services, daily reversal processing, com- 
pletely equipped 40’ x 60’ sound stage; 
sound recording and re-recording, color 
duplicating, titling and animation. 


Filmaster, Inc. 

California Studios: 

650 N. Bronson Ave., Hollywood 4, Calif.; 
Hollywood 6-1681; Robert W. Stabler, p; 
Glenn N. Cook, vp in chg prodn. 

New York Office: 

9 Rockefeller Plaza, N. Y. 20; Judson 6- 
1404; H. Weller Keever, vp chg sls. 
Florida Studio: 

707 Nicolet Ave., Winter Park, Fla.; Mid- 
way 7-7011; Rolert E. Kearney, vp in chg. 
Producer of program, commercial, business, 
industrial, government and feature films. 


Filmcraft Productions 

8451 Melrose Ave., Los Angeles 46; Olive 
3-2430; Regina Lindenbaum, p; Steven M. 
Perry, prod m. 

Film production supervision, tv series, tv 
spot commercials, documentary, feature, in- 
dustrial, training and classified films. 


Filmex Inc. 

339 E. 48th St., N. Y. 17; Plaza 2-0744; 
Robert Bergmann, p. 

Producers of motion pictures for television 
and industry. 


FilmFair 

1040 N. McCadden Place, Los Angeles 38; 
Hollywood 48195; Gus Jekel, p; Ken 
Champin, vp; Dick Van Benthem, vp; 
William D. Jekel, vp; Kay Himes, sec- 
treas. 

Creation and production of animation, live 
action and stop motion films for television 
and industry. 


Film File (Pix Enterprises) 

4615 Longridge Ave., Sherman Oaks, Calif. ; 
Triangle 3-3197, State 8-7836; George 
Grenville, prodn sup. 


Commercials and syndicated spots. 


Filmrite Associates, Inc. 

1438 N. Gower St., Hollywood 28, Calif.; 
Hollywood 47491; Sherman Grinberg, 
Milo Mandel, prodn execs. 

Film production. 

Branch Office: 

245 W. 55th St., N. Y. 19; Judson 6-8750; 
Bernard Chertok, prodn exec. 


Films Five Inc. 

18 E. 50th St., N. Y. 22; Plaza 2-7960; 
Nox Lempert, exec prod; Jacques Dufour, 
art d, 

Producers of tv commercials, industrial 
films, public relations films. 


Filmways, Inc. 

18 E. 50th St., N. Y. 22; Plaza 1-2500; 
Martin Ransohoff, chm of bd; Rod Erick- 
son, p; Fred Raphael, vp & gm; Mickey 
Dubin, sr vp; Lee Goodman, exec vp. 
Producer of tv programs, commercials and 
industrial films. 


Fine Arts Productions Inc. 
7417 Sunset Blvd., Hollywood 46, Calif.; 


Hollywood 7-7107; John Wilson, p; John 
Holmstrom, m. 

Produce film commercials, animation, en- 
tertainment animated films; scientific and 
educational films. 


Fiore Films 

128 Mallory Ave., Jersey City 4, N. J.; Hen- 
derson 2-4474; Al Fiore, sls sup. 
Commercials, educational, industrial and 
sales-training films. 


Alan M. Fishburn Productions 
333 N. Michigan Ave., Chicago 1; Dear- 
born 2-0657; Alan M. Fishburn, o. 

Tv live programs; live commercials; tv film 
commercials; package tv live shows. 


Flagg Films, Inc. 

1427 N. LaBrea Ave., Hollywood 28, Calif.; 
Hollywood 2-0902; Don Flagg, p; Toni 
Flagg, prod-d; Anne Schwartz, assoc prod; 
George Taylor, ed; Mildred Atkinson, off 
m. 

Tv commercials, tv shows, industrials, edu- 
cational films, medical films. 

Studio: 

5907 W. Pico Blvd., Hollywood 35; Webster 
8-2101. 


Fletcher Film Productions Ltd. 
RCA Bldg., 225 Mutual St., Toronto 2, Ont.; 
Empire 3-8372; Howard D. Fletcher, p; 
Svend A. Blangsted, d admin; M. Walker, 
prodn m. 

Tv production for Canadian tv stations; 
tv commercials; theatrical shorts; wide- 
screen color; business and public relations 
films, sales training and industrial films; 
sound slidefilms; film distribution. 


Flicka Films 

40 W. Kinzie St., Chicago; WH 47477; 
William R. Johnson, gm; J. C. Brans- 
combe, natl sls d. 

Animation, live action, slidefilms, tv com- 
mercials. 


Focal Point Productions 

342 Madison Ave., N. Y. 17; Murray Hill 
7-8717; George Joseph; John Strang. 
Producers of industrial films and commer- 
cials. 


Fordel Films, Inc. 
1079 Nelson Ave., N. Y. 52; Wyandotte 
2-5000; Clifford F. Potts. 


Commercials and industrial films. 


Format Films, Inc. 


4741 Laurel Canyon Blvd., N. Hollywood, 


Calif.; Poplar 9-3610; Herbert Klynn, 
p; Bud Getzler, exec vp & treas; Jules 
Engel, vp; Leo Salkin, vp; Henrietta Jor- 
dan, sec. 


d out-of-town sls; Eleanor Fogelson, bus 
m. 

Creators and producers of music for adver- 
tising—jingles, film scores, musical effects. 
Also comedy and dramatic spots. Consult- 
ants to advertising agencies and film pro- 
ducers 


Fotovox, Inc. 

1447 Union Ave., Memphis 4; Broad- 
way 5-3192; Elston Leonad, p; Frank 
Berfield, prodn m; Peter Harkins, crea- 
tive d. 

Commercials, syndicated spots and indus 
trial films. 

Branch Office: 

216 E. Markham, Little Rock; Franklin 
2-0502; Harry Westlake. 


George Fox Corp. 

1508 Crossroads of the World, Hollywood 
28, Calif.; Hollywood 42242; George S. 
Fox, p. 

Commercials, syndicated spots and indus 
trial filme. 


Fraser Productions 

Columbus Tower, San Francisco 11, Calif.; 
Thomas H. Fraser, p; William Guest, sls 
m; William E. Tate, prodn m. 

Production of live action and animated tv 
spots; business and industrial films; live 
and VTR tv programs. 


Frazen Productions, Inc. 

1040 N. Las Palmas Ave., Hollywood 38, 
Calif.; HO 9-9011; HO 7-6967; Stanley 
Frazen, prod-d; Sherman Rose, d. 

Tv commercials, training & industrial 
films, storyboards, animation, filmed series, 
video tape. 


Animated television commercials, industrial 


films, theatrical and tv entertainment pro- 
grams. 

Branch Office: 

360 N. Michigan Ave., Chicago 1; Finan- 
cial 6-3585; Jerry Abbott, vp. 


Forrell, Thomas & Polack 
Assoc., Inc. 

157 W. 57th St. N. Y. 19; LT 1-0910; 
Gene Forrell, p & treas; Edward Thomas, 
vp; James P. Polack, vp & sec; Richard 
M. Bradshaw, d sls & prodn; Ray Carle, 





"KNOCK "EM DEAD, 


SWEETIE...” 


says Jameson Riff, relatively obscure 
Brig. Gen., USA. 

“...FilmFair is my cup of tea. The 
exhilarating quality of their commer- 
cials positively makes my hair curl. 
Good look—good sound—frightfully 
creative. Damn right!” 
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Freberg, Ltd. 

7781 Sunset Blvd., Hollywood, Calif.; Hol- 
lywood 2-6973; Stan Freberg, p; Bill 
Anaresen, gm. 

Creation and production of humorous ad- 
vertising campaigns, live action and ani- 
mated commercials, storyboards. 


Friar Graphics, Inc. 

8228 Georgia Ave., Silver Spring, Md., 
587-8686. 

Animation & live production for tv. 


Allen A. Funt Productions 

White Gates, Croton-on-Hudson, N. Y.; 
Croton 1-8847; Allen A. Funt, p; Tom 
Murray, prodn m. 

Commercials, syndicated spots and indus- 
trial films. 


Richard Galbreath, Inc. 

2905 Fairfield Ave., Ft. Wayne; Harrison 
4379: Dick Galbreath, p. 

Tv & industrial motion pictures. 


Gallagher Films, Inc. 

137 N. Oakland Ave., Green Bay, Wis.; 
Hemlock 7-1307; James C. Gallagher, p. 
Tv commercials, half-hour shows. 


William J. Ganz Co. Inc., div. of 
institute of Visual Communication 
Inc. 

40 E. 49th St., N. Y. 17; Eldorado 5-1443; 
William J. Ganz, p; Vincent J. Capuzzi, m; 
Alexander H. Pollak, creative serv. 
Producers of tv commercials, tv films and 
industry films. Distributors of tv and non- 
theatrical films. 


Branch Offices: 
Twenty-one booking offices 
country. 


throughout 


General Pictures Corp. 

4501 Pleasant Valley Rd., Cleveland 34; 
Victory 2-3636; George Oliva Jr., p; 
Miliard M. Horace, vp. 

16mm and 35mm motion pictures, sound 
stage, sound slidefilms, tv commercials, 
newsreel, kinescope, still photography, ani- 
mation, video tape commercials. 


General Television Network 

1280 Fifth Ave., N. Y. 29; EN 9-3000; 
Richard L. Colten, vp; Herbert T. Green, 
m of closed circuit telecasting div. 

Video tape productions, closed circuit tele- 
casting and mobile video tape cruisers. 


Home Office 

901 Livernois Ave., Ferndale 20, Mich.; 
Lincoln 8-2500; Stanley R. Akers; p; John 
L. Mayer, sls m; Charles Abney, ch of 


engineering. 


Gerald Productions, Inc. 

421 W. 54th St., N. Y. 19; Plaza 7-2125; 
Gerald Auerbach, p; Louis Mucciolo, exec 
vp; Henry Traiman, vp & gm; Sam Auer- 
bach, vp, controller; Stuart Grant, sup, 
flm ed. 

Producers of tv commercials & promotions. 
Films for television, industry, education & 
entertainment. Complete production facili- 
ties—sound stage, editing rooms, recording 
studio, lighting & sound equipment, makeup 
& dressing rooms, home economist kitchen. 














AN ORGANIZATION 

TO TELL YOUR STORY 

TO SELL YOUR PRODUCT 
TO ESTABLISH YOUR IMAGE 


GERALD PRODUCTIONS, inc 


ADVERTISING RADIO AND TELEVISION SERVICES, INC. 


A DIVISION OF 


421 WEST 54th STREET 
NEW YORK 19, N. Y. 
PL 7-2125 
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Glenar Studios 

6618 Sunset Blvd., Hollywood 28, Calif.: 
Hollywood 4-0406; Sid Glenar, »v. 

Live commerciais; tv film commercials: 
educational shorts; animation, b&w and 
color. 


Melvin L. Gold Enterprises, inc. 
320 E. 54th St., N. Y. 22: Murray Hill 
8-0897; 1600 Broadway, N. Y. 19; Circle 
6-5700; Melvin L. Gold, p. 

Production for tv and industrial. 


Chuck Goldstein Productions, Inc. 
730 Fifth Avenue, N. Y. 19; Judson 6-7477: 
Chuck Goldstein, p; Norman Richards, 
vp; Ruth Goldstein, bus m; Lorraine 
Laredo, off m. 

Creators and producers of original music 
for tv film soundtracks and radio com- 
mercials; creation and _ production of 
dramatic commercials; musical consultants 
to advertising agencies and film studios. 


Gotham Recording Corp. 

2 W. 46th St. N. Y. 36: Judson 6-5577; 
Herbert M. Moss, p; Robert M. Volkell, 
vp, gm; Leonard Lawson, vp, sales: Jason 
B. Windwer, vp, engineering; Fred Hertz, 
d pgmming & prodn; Bern Robertson, 
flm d. 

Creation and production of tv film commer- 
cials and programs; live action and anima- 
tion. 


Goulding-Elliott-Graham 
Productions, Inc. 

420 Lexington Ave., rm. 2545, N. Y. 17; 
Lexington 2-9014; Edward R. Graham, 
p; Robert (Bob) Elliott and Raymond 
W. (Ray) Goulding, co-owners. 

Produce tv spot commercials. 


Ed Graham Productions, Inc. 

16 E. 42nd St., N. Y. 17; Yukon 6-2475; 
Ed Graham, p & treas; Mike Smollin, vp; 
Ruth Kennedy, sec. 


Grantray-Lawrence Animation, 
Inc. 

716 N. LaBrea, Hollywood, Calif.; Ray Pat- 
terson, p; Robert L. Lawrence, vp; Grant 
Simmons, sec-treas. 

Film spot commercials. 


Gray & O’Reilly Productions, Inc. 
480 Lexington Ave., N. Y. 17; John F. 
O'Reilly; James E. Gray, p; John F. 
O'Reilly, vp. 

Complete studio, sound, sets, etc. 


Lewis G. Green Productions 


| 520 N. Michigan Ave., Chicago 11; White 


hall 4-7440; Lewis G. Green, m. 


Industrial shows & tv commercials. 


Ben Greene Film Productions 
318 W. S5lst St., N. Y. 19; Plaza 7-3858; 
Ben Greene, o. 

Tv commercials, industrial films, theatrical 
films. 


Abner J. Greshler Productions, Inc. 
Sunset Towers West, 8400 Sunset Blvd., 
Hollywood 46, Calif.; Oldfield 4-5960; Ab- 
ner J. Greshler, p; Fred Harris, m. 
Commercials and industrial films. 


Branch Office: 
Radio City, N. Y., Circle 7-3025. 
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Group Productions 

3600 West McNichols, Detroit, Michigan; 
University 43700; William Pearce, p; 
Michael Brown, exec prod. 

Branch Offices: 

209 E. 48th St., N. Y. 17; Plaza 5-9874; 
Tully Rector, vp. 

Executive House, Chicago, Illinois; Blair 
Watson, sls rep. 

Films for theatre, tv programming, indus- 
trials and tv commercials. 


Gryphon Productions, Inc. 

40 E. 49th St., N. Y. 17; Plaza 2-5280; 
Ray Favata, creative d; Ed Sieman, anima 
d. 

Producers of animated and live action tv 
commercials; creative storyboards & scripts. 


Herman Hack Productions & 
Scripture Films 

571 N. Arden Blvd., Los Angeles 4, Calif; 
Hollywood 7-0557; Herman Hack, o. 
Tv film shows; religious films and action 
travelogues. 


Handel Film Corp. 

6926 Melrose Ave., Hollywood 38, Calif.; 
WE 6-5924; Leo A. Handel, p; Monroe 
Manning, sec. 

Producer-distributor of film series; pro- 
ducer of commercials. 


Jam Handy Organization 

2821 E. Grand Blvd., Detroit 11; Trinity 
5-2450; Jamison Handy, p; Russell B. 
Robins, sr vp; George Finch, vp sls 
dvulpmnt. 

Commercials and syndicated spots. 


Branch Offices: 

230 N. Michigan Ave., Chicago 1; State 
2-6757; Harold Dash. 

Pittsburgh 22; Zenith 0143; Charles Ren- 
frew. 

Dayton 2; Enterprise 6289; Jack Seelye. 
1402 N. Ridgewood Place, Hollywood 28, 
Calif.; Hollywood 3-2321; Thomas G. John- 
stone. 

1775 Broadway, N. Y. 19; Judson 2-4060; 
Charles Bell. 


Hankinson Studio, Inc. 

15 W. 46th St., N. Y. 36; Judson 6-0133; 
Frederick L. Hankinson, p; Walter Klas, 
vp. 

Animated and live tv spots; industrials; 
slidefilms. 


Hap Music, Inc. 

200 W. 57th St., Suite 1501, N. Y. 19; 
Circle 6-5548; Howard Plummer, p. 
Producer of musical radio and television 
commercials, pop records. 


Hardric Productions, Inc. 

510 Madison Ave. N. Y,. 22; Eldorado 
5-5633; Ralph F. Craig, p; Hale Rood, 
vp & mus d; Edith B. Graham, sec. 
Creation and production of musical com- 
mercials for broadcast media. 


Harriscope, Inc. 

1122 S. La Cienega Blvd., Los Angeles 35, 
Calif.; Orleander 5-8378. Burt I. Harris, p; 
Geoffrey Nathanson, prod; Connie Cole 
man, traff m. 


Production of television filmed commercials. 


Harris-Tuchman Productions, Inc. 
751 N. Highland, Hollywood 38, Calif.; 


Webster 6-7189; Ralph Tuchman, p & 
gm; Fran Harris, vp & creative d. 
Animation and live action to film commer- 
cials and industrial films. 


Hartley Productions, Inc. 

339 E. 48th St., N. Y. 17; Eldorado 5-7762; 
Irving Hartley, p; Elda Hartley, vp; Jean 
Brook, chg tv distribution. 

Commercials; pr films; industrials; trav- 
elogues and slides. 


Jim Hawthorne Enterprises, Inc. 
3536 Berry Dr., Studio City, Calif., HO 
3-1938 & OL 2-8801; Jim Hawthorne, p. 
Motion picture & tv film & tape produc- 
tions & stock film. 


Health & Welfare Materials 
Center, Inc. 

10 E. 44th St. N. Y. 17; Murray Hill 
2-0283; Victor Weingarten, p. 

Tv live programs; tv film shows; tv film 
commercials; educational shorts; package 
tv film shows. 

Branch Office: 

Munson Rd., Pleasantville, N. Y.; Rogers 
9-2551; Violet Weingarten, vp. 


Hearst Metrotone News, Inc. 
450 W. 56th St., N. Y. 19; Plaza 7-4120; 
Caleb B. Stratton, exec vp; John Michon, 
prodn chf; Marshall B. Davidson, exec 
news ed; Max Klein, theatrical newsreel 
ed; Charles Peden, tv news editor; Harry C. 
Robert Jr., sports ed; Walter de Hoog, 
d-prod; Cloyd Aarseth, ed Screen News 
Digest; Martin Kendrick, assoc ed, Screen 
News Digest. 

Tv film shows; tv film commercials; educa 
tional shorts; industrial shorts; theatrical 
and tv newsreels; music effects; package 
tv film shows; tv scripts; syndicate tv 
film; export film; import film; sound or 
laboratory facilities and services; process 


film. 
Branch Office: 


235 E. 45th St., N. Y. 17; Murray Hill 
2-5600; Saul Reiss, tv sis. 


George Heid Productions 


Penn-Sheraton Hotel, Pittsburgh 30; Grant 
1-3696; George Heid, p. 


Tv live programs; live commercials; pack- | 


age tv live shows; film tv commercials. 


Holland-Wegman Productions 

207 Delaware Ave., Buffalo 2, N. Y.; TL 
3-7411; Edward J. Wegman, Sheldon C. 
Holland, p’s. 

Complete creation and production of 16mm 
and 35mm commercials and programs for 
tv; complete b&w laboratory, processing 
and printing facilities. 


Hollis Productions, Ltd. 

5800 Sunset Blvd., Hollywood 28, Calif.: 
Hollywood 2-6282; Charles Irving, p. 
Tv live programs; tv film shows: video tape 
productions; live commercials; tv film com- 
mercials; industrial shorts; package tv live 
shows; package tv film shows. 


Hollywood Animators 
6363 Delongpre Ave., Hollywood 28, Calif.; 





Hollywood 2-6941; Bill Selleck, p & exec 
prod; Max Hutto, prodn m; Bill Keene, 
sls m, 


Animated tv commercials, slide films. 


Hollywood Film Enterprises, Inc. 
6060 Sunset Blvd., Hollywood 28, Calif.; 
HO 42181; Mickey Kaplan, p; Robert 
Warde, vp; T. H. Emmett, sls m. 
Complete motion-picture film processing, 
b&w or color. 


Howard Radio-Tv Productions 
123 W. Chestnut St, Chicago 10; MI 
2-5877; Bernard Howard, o. 

Motion picture production, tv commercials, 
industrial films. 


Hubbard Hunt Productions 

1459 N. Seward, Hollywood 28, Calif.; 
Hollywood 5-8444; Hubbard Hunt, prodn 
m. 


Tv live programs; film shows; live and 
film commercials; industrial shorts; ani- 
mation, b&w and color; package tv live 
and film shows; sound facilities and serv- 
ices, equipment rentals. 


Milton Hurwitz 

1553 Madrona Drive, Seattle 22; East 
4-1108; Milton Hurwitz, o. 

Distribution tv films; produce tv programs 
and commercials; kinescope service. 


imagination, Inc. 
222 Kearny St., San Francisco 8; Yukon 
6-6075: Robert J. Mills, creative d:; Robert 
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L. Hovorka, prodn m, Paul Hughey, bus sls 
m. 

Animation specialists; industrial, public 
relations, entertainment, and educational 
films; television commercials; complete 
studio facilities for the production of ani- 
mated films from story through camera. 


Imperial World Films (IWF, Inc.) 
P. O. Box 462, Santa Rosa, Calif.; Liberty 
6-5986; Russ Davis, vp & sls m. 
Industrial and educational films (lease or 
loan); film spot commercials. 


imppro, Inc. 

1564 Sorrento Dr., Pacific Palisades, Calif. ; 
Granite 8-4740; Herbert L. Strock, p. 
Tv film shows; film commercials; indus- 
trial shorts; religious films; animation, 
b&w; package tv film shows; syndicate 
sound-effects library; sound or laboratory 
facilities and services. 


Ink & Paint, Inc. 

165 W. 46th St., N. Y. 36; Circle 7-3750; 
Alice Rehberg, m. 

Service to theatrical & tv animation pro- 
ducers: planning & checking, inking & paint- 
ing, retouching, airbrush & lettering. 


Interlingual International Inc. 


Shimonaka Bldg., 36-1 Akasaka Hitotsugi- 
cho, Minato-Ku, Tokyo, Japan; George A. 
Skirokow, gm; M. C, Lu, d; T. Ohno, sls m. 
Animated cartoon tv commercials for ex- 
port to USA; production of tv cartoon se- 
ries for the U. S.; various cartoon set vices 
such as camera work, inbetweening, trac- 
ing, painting, etc.; production of live films 
for business and television. Represented in 
New York by Interlingual Television Inc. 
of New York, 701 Seventh Ave., N. Y. 36; 
Circle 6-7609; L. Jamel, m. 


Riley Jackson Productions 

6253 Hollywood Blvd., Hollywood 28, 
Calif.; HO 3-2324; Riley Jackson, p. 
Producer of programs, commercials and 
industrials. 


Jamieson Film Co. 

3825 Bryan, Dallas 4; Taylor 3-8158; 
Bruce Jamieson, p; Hugh V. Jamieson, 
| exec vp; Jerry Dickinson, tv prod. 
Commercials, syndicated spots and indus- 
trial films. 


Jerry Jerome Productions, Inc. 

1 Snapdragon Lane, Roslyn Heights, Long 
Island; MA 1-4567-MA 1-4554. 

Producer of musical commercials. 


Jewell Radio & Television 
Productions 

612 N. Michigan Ave., Chicago 11; Mo- 
hawk 45757, Graceland 7-7292; James 
E. Jewell, p; W. Ralph Jewell, vp; M. 
P. Casey, sec; James Harrison, ed. 
Creators and producers of programs, com- 
mercial sales tunes, spots and jingles for 
}tv and radio; industrial, educational and 
| television films. 

Branch Offices: 

3062 Penobscot Bldg., Detroit 26, Mich.; 
| Woodward 3-0617; W.-Ralph Jewell, exec 
\in chg. 


933 Roscomare Rd., Los Angeles 24, Calif.; 
Granite 2-4024; Lewis Foster, d. 


Johnson Jingles 
53 Greenway South, Forest Hills, New 
York. 


Producer of musical commercials. 


Dallas Jones Productions, Inc. 
430 Grant Place, Chicago 14; BU 1-8283; 
Dallas Jones, p; Richard Bowen, bus m. 
Producer of industrial films and commer- 
cials. 


K & S Films, Inc. 

5819 Wooster Pike, Cincinnati 27; Bram- 
ble 1-3700; Jack R. Rabius, p; S. Harry 
Wilmink, vp. 

Produce industrial motion pictures, slide 
films, animated and live tv commercials. 


Al Kane Productions, Inc. 
1526 Sansom St., Philadelphia 2; 
3-0222; Albert M. Kane, p. 
Producer of programs and commercials; 
kinescope; production consultants; techni- 
cal writing and production. 


Locust 


The Kappa Co. 
Box 7431, Sta. C, Atlanta 9. 


Victor Kayfetz Productions Inc. 
1780 Broadway, N. Y. 19; Circle 5-4830; 


Victor Kayfetz, p, exec prod; Seymour 
Posner, asst to p. 
Tv commercials. 
Branch Offices: 
1200 Westfall Rd., Rochester, N. Y.; 


Greenfield 3-3000, ext. 534; Don Lyon, 
upper N. Y. rep. 

Bear Films Div., 3426 Bay Front Place, 
Baldwin, L. IL, N. Y.; Baldwin 3-1830; 


Frank Bear, m, Long Island div. 


Keitz & Herndon 

3601 Oak Grove, Dallas 4; 
6-5268; L. F. Herndon Jr., p; 
Keitz, exec vp; Tom Young, vp. 
General 35mm and 16mm film production, 
animation, etc. 


Lakeside 


R. K. 


Herbert Kerkow, Inc. 

480 Lexington Ave. N. Y. 17; Yukon 
6-4266; Herbert Kerkow, p & treas; Rose- 
mond Kerkow, sec. 

Producer of “stand-up” type tv commer- 
cials on specially equipped Visualization 
Sound Stage (patent applied for). 


Key Productions, Inc. 


527 Madison Ave., N. Y. 22; Eldorado 
5-2180; James D. Kantor, p; William 
M. Kahn, vp. 


Producer of commercials and industrial 
films. 


Paul Kim & Lew Gifford Produc- 
tions, Inc. 

342 Madison Ave., New York 17. Yukon 
6-2826; Paul Kim and Lew Gifford, ds; 
Julia Whalen, prodn m, 

Creative service and production of animated 
and live action films. 


Jack Kinney Productions 
4741 Laurel Canyon Blvd., N. Hollywood, 
Calif., PO 9-1661; Jack Rourke, vp sls. 








Producers of Popeye, Barney Google & 
Krazy Kat tv series, Complete animation 
facilities. Live, film, tape entertainment 
programs, commercials, educational, docu- 
mentary, industrial films. Radio & tv spot 
campaigns. 


Kleiman Productions 

7815 Milan Ave., St. Louis 14; Volunteer 
3-6777; J. J. Kleiman, prod m. 
Commercials, syndicated spots and indus- 
trial films. 


William L. Klein Productions 
301 E. Erie St., Chicago 11; Superior 
7-9114; William L. Klein, p exec prod; 
Marilyn L. Friedel, asst to p. 

Creators and producers of package shows 
and spot announcements for television and 
motion pictures for business, industry and 
government. 

Branch Office: 

154 E, Erie St., Chicago 11; SU 7-7868. 


Klein/Barzman 

706 N. La Cienega Blvd., Los Angeles, 
69: Oleander 5-6565; Bob Klein, Alan 
Barzman, pts. 

Specializes in freelance creation of adver- 
tising campaigns. Emphasis is on humor. 
Services include campaign concept plan- 
ning, radio and tv live-action and anima- 
tion production, sales promotion, merchan- 
dising and design. 


Kluge Film Productions 

3200 N. Richards St., Milwaukee 12; 
Franklin 2-0191; Donald R. Kluge, sls m; 
Douglas W. Kluge, prodn m. 

b&w and color 16mm commercials, synch- 
ronous or narrative sound . 


Cc. Bruce Knox Tv Productions 

400 N. Los Robles, Pasadena, Calif.; Syca- 
more 5-5325; Charles Bruce Knox, sole o. 
Spot, film and local live programming. 


KTTV Commercial Tape Division 
5746 Sunset Blvd., Hollywood; Hollywood 
2-7111; John R. Vrba, vp sls; Bob Fierman, 
sls m. 

Videotape commercials; public relations, 
industrial and sales films. Studio and mobile 
facilities; “inter-sync” editing; tape trans- 
fer to films; production and creative facili- 
ties. 


La Brea Productions, Inc. 

3371 Cahuenga Blvd. W., Hollywood 28, 
Calif.; Hollywood 47171; O. Gail Papi- 
neau, p; Henry J. Ludwin, exec vp & d; 
Richard Papineau, vp. 

Animated tv commercials, live action tv 
commercials, animated and live action in- 
dustrial films. 


William LaCava_ Assoc. 
(Formerly McConnachie Produc- 
tions, Inc.) 

675 Fifth Ave., N. Y. 22; Plaza 2-0033; 
William LaCava, p. 

Producer of commercials, industrials and 
documentaries. 


Lakeside Television Co., Inc. 
1465 Broadway, N. Y. 36; Longacre 5-4582; 
Richard Stevers, p; Bernard Schulman, 
exec vp. 

Film spot commercials. 


Lance Productions, Inc. 

353 W. 57th St., N. Y. 19; Plaza 7-6167; 
Lorren Lester, p; Samuel H. Evans, 
treas; Alford H. Lessner, George Lessner, 
vps. 

All type of film production, commercials, 
documentary, features, sound recordings, 
etc.; completely equipped motion picture 
and sound studio. 


Langlois Filmusic Inc. 

151 N. Franklin St., Hempstead, N. Y.; 
516 Ivanhoe 5-2400; C. I. Langlois, p. 
Suppliers of music on tape and film for 
television, theatrical, industrial and slide 


films; complete music scoring and editing | 


service live and film. 
Branch Offices: 
Hollywood, Paris, Toronto, London. 


Herbert S. Laufman & Co. 

221 N. LaSalle St., Chicago 1; Randolph 
6-4086; Herbert S. Laufman, p. 

Tv live programs, tv film shows; live com- 
mercials; educational shorts; industrial 
shorts; package tv live shows; package tv 
film shows; syndicate tv film. 


Robert Lawrence Productions, Inc. 
418 W. 54th St., N. Y. 19; Judson 2-5242; 
Robert L. Lawrence, p; Benjamin Kranz, 
vp prodn; Philip Kornblum, treas. 
Producer of commercials, industrial films, 
film series; complete studio facilities. 
Branch Offices: 

Robert Lawrence Animation, Inc., 419 W. 
54th St., N. Y. 19; Judson 2-5242; Peter 
Cooper, vp. 

Robert Lawrence Productions (Canada) 
Ltd., 38 Yorkville Ave., Toronto 5, Ont.; 
Walnut 5-5561; John T. Ross, p. 


Robert Lawrence Productions, Inc., 5746 | 


Sunset Blvd., Hollywood 28, Calif.; Holly- 
wood 9-1158; Gerald Schnitzer, exec hd. 
Grantray-Lawrence Animation, Inc., 716 N. 
LaBrea, Hollywood 28, Calif.; 
6-8158; Ray Patterson, p; Robert L. Law- 
rence, vp; Grant Simmons, sec-treas. 
Robert Lawrence Productions, Inc., 5 Ave- 
nue Velasquez, Paris 8e, France; Jacques 
de Faramond. 


Lempert & Meyer, Inc. 
18 E. 50th St., N. Y. 22; Plaza 2-7960; 
Nox Lempert, p & exec prod; Fitzroy 


Webster | 


McDuff, art d; Leonard Farin, d of spe- 


cial productions. 

Tv commercials, live & stop motion, story- 
boards, industrial & educational films, 
scriptwriting, tv filmed show packaging. 


Gene Lester Productions 

1487 N. Vine St., Hollywood 28, Calif.; 
HO 47287; G. Lester. 

Commercials and promotional films; tv se- 
ries; tv specials. 


Carol Levene Productions 

2011 Broadway, San Francisco 15; Walnut 
1-4772; Carol Levene, o-prod. 

Writing & production of tv film commer- 
cials, programs, film-strips, industrial films. 


Lewis & Martin Films, Inc. 

40 W. Kinzie St., Chicago; Whitehall 
4-7477; William R. Johnson, p; Irving 
Bell, vp & treas; Betty Lou Taylor, sec. 
Live motion pictures; animated films; tv 
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REPEAT 
BUSINESS 


. is the best indication of a 
satisfied customer. 


Among the many fine agency-customers 
who have repeatedly returned to KTTV 
Tape Productions are N. W. Ayer & Son, 
BBDO, Leo Burnett Co., Clinton E. Frank, 
Honig-Cooper & Harrington and Young 
& Rubicam. 


Here is one of the nation's largest tape 
production facilities, the finest equipment 
and the talented, experienced people 
needed to produce superb commercials. 


For complete information, contact: 


KTTV TAPE PRODUCTIONS 


5746 Sunset Boulevard 
Hollywood 28, Calif. @ HOllywood 2-7111 
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Lew Jacobs Joe Kohn 


- 





Murray Lerner Joe Lerner Larry Madison Ira Marvin 


irectors... 






Lloyd Ritter Andy Gold Victor Solow Chuck Wasserman 


“Film is a director’s medium”...and the largest permanent group of experienced, 
gifted directors in the commercial field are on staff at MPO. The awards so consistently 
won by this group is tribute to their talent . . . but beyond awards, and more important 
to the sponsor, is their ability to creatively interpret the client’s message and transmit 
it through the film medium. 


MPO VIDEOTRONICS, INC., 15 East 53rd Street, New York 22, New York 
also in Detroit /Chicago/ Hollywood 
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commercials, industrials; slide films; gov- 
ernment films; training films and still pho- 
tography. 


Lou Lilly Productions, Inc. 

5746 Sunset Blvd.. Hollywood 28, Calif.; 
HO 5-6325; Lou Lilly, p; Lee Lacey, sls- 
prodn; Dee Futch, editorial; Maxine Beery, 
sec; Manny Gould, art d. 
Television commeicial 


films. 


spots, industrial 


Jack Lioyd 

1445 Miller Way, Hollywood, 69, Calif.; 
Oldfield 6-4607: Jack Lloyd, exec d. 
Creation of jingles and off-beat commer- 
cials from idea to finished production; live, 
film, animation. 


Will Lorin Productions, Inc. 

326 E. 43rd St., N. Y. 17; Murray Hill 
7-1680; Will Lorin, p; Daniel Hollywood, 
sls. 

Creators and producers of musical com- 
mercials and scores for tv and radio. 


Lott Video Productions 

Broadway & Fifth Sts., Santa Monica, 
Calif.; Exbrook 6-4018; D. N. Lott. 
Commercials and syndicated spots. 


L. L. Louft Productions 

1475 Broadway, N. Y. 36: Pennsylvania 
6-1889; Louis L. Louft, p; Frank Kolarek, 
prodn m. 

Specialists in test commercials and talking 
storyboards. 


James Love Productions, Inc. 

2 W. 46th St, N. Y. 36, Judson 2-4633; 
James A. Love, p; William D. Henry, 
supervising ed; Stan Popko, creative hd; 
Thomas Farrell, film sls. 

Tv spot commercials, industrial films, pack- 
age programs. 


Lux-Brill Productions, ‘Inc. 

319-21 E. 44th St. N. Y. 17; Oregon 
9.6320; Richard S. Dubelman, p; James 
M. Orchard, d client relations. 

Complete production of live and/or ani- 
mated motion pictures, fully equipped 
sound stages, recording and screening 
rooms with interlock. 


1. Magna Film Productions, Inc. 
2. Communication Productions, 
Inc. 


49 Berkeley St., Boston; Hubbard 2-5580 
& 2-5579; Robert Berman, p; Ad Schnei- 
der, vp. 

1. Motion picture video tape & live tv pro- 
duction, studio facilities, tv commercials, tv 
slides for business, industry, tv and ad- 
vertising. 

2. Closed-circuit tv equipment and live 
programming. Ty systems—industrial, tv 
distributing systems. 


Richard Maltby Productions, Inc. 
Park Sheraton Hotel, Suite 267, N. Y. 19: 
Columbus 5-0851; Richard Maltby, p. 
Creators and producers of musical com- 
mercials and scores for tv and radio. 


Morris Mamorsky 
56 W. 45th St., N. Y. 36; Yukon 6-1084; 
Morris Mamorsky. 


Producer of musical commercials. 


Eddy Manson 
Represented by Dell Peters, 521 Fifth Ave., 
_® 4 


Preducer of musical commercials. 


Marathon International Produc- 
tions Inc. 

10 E. 49th St, N. Y. 17; Murray Hill 
8-1130; Konstantin Kalser, p & exec 
prod; Kenneth Baldwin, vp & prodn sup; 
Henry Langsam, controller; Eleanor Grimm, 
distribution & traff m. 

Public-information films, worldwide news 
service, company newsreels, special-events 
coverage for industry, film editing, com- 
mercials, stock shots: complete 16mm and 
35mm production and editing facilities; 
correspondent cameramen in all countries 
of the world and large U. S. cities. 


Branch Offices: 
London, Paris, Berlin, Rome. 


Mark VII Commercials 

4024 Radford Ave., North Hollywood, 
Calif.; Triangle 7-0621; Pete Peterson, 
exec prod. 

Film live action commercials for television. 
Branch Office: 

Chicago; Jerry Abbott; Financial 6-3585. 


Marshall Organization, Inc. 

750 Third Ave. N. Y. 17; Murray Hill 
7-2722; Anthony W. Marshall, p. 

Tv live programs; tv film shows; live com- 
mercials; tv film commercials; educational 
shorts; industrial shorts; package tv live 
shows; package tv film shows. 


Master Motion Picture Co. 

50 Piedmont St., Boston 16; Hancock 
6-3592; Irving Ross, p; Alan Ross, prod m; 
Allen Wollheim, lab supt. 

Producers of commercial films, industrial, 
tv commercials, documentaries, slidefilms, 
theatre trailers; sound recording and film- 
ing studios; 16mm and 35mm processing 
laboratory. 


McCadden Productions 

1040 N. Las Palmas, Hollywood 38, Calif.; 
HO 4-2141; George Burns, p. 

Producer, programs and commercials. 


McGowan Productions, Inc. 

915 N. LaBrea, Hollywood 28, Calif.; Old- 
field 4-0711; Dorrell McGowan, p. 

Tv film shows; film commercials; educa- 
tional and industrial shorts; animation, 
b&w and color; package tv film shows; 
export film; rent studios and facilities. 


McNamara Productions, Inc. 
8230 Beverly Blvd., Los Angeles 48; Olive 
1-2510; Don C. McNamara. 

Commercials, syndicated spots and indus 
trial films. 


Medallion Tv Enterprises, Inc. 

6000 Sunset Blvd., Hollywood 28, Calif.; 
Hollywood 2-6635; John A. Ettlinger, p. 
Tv live programs, film shows; film com- 


mercials; soundies; animation, b&w and 
color; package tv live and film shows! 
syndicate tv film; export film. 


Branch Offices: 

444 Madison Ave., N. Y. 22; Eldorado 
5-4335. 

203 Wabash Ave., Chicago; Central 6-1805; 
Ben Barry, Howard Grafman. 

8801 N. Bayshore Dr., Miami 38, Fla.; PL 
4-3686; Frank Stone. 


Melody Ranch Enterprises, Inc. 
10000 Riverside Dr., N. Hollywood, Calif.; 
Hollywood 2-7373; Gene Autry, p. 

Film spot commercials. 


The Meridian Studios 

The Video Tape Center 
Meridian Films, Ltd. 

1202 Woodbine Ave., Toronto, Ont.; Ox- 
ford 8-1628; Ralph Foster, p; Julian Roff- 
man, sec-treas; Herbert S.. Alpert, d film 
div; James Leitch, chf engineer, video tape 
div; Edward L. Gibson, controller. 
Complete video tape service; mobile pro- 
duction and video tape recording service; 
Marconi 16mm tape-to-film transfer and 
direct film recording service, and all mo- 
tion picture production services. 


Joe Merman 

1674 Broadway, N. Y. 21; LO 5-9549, CI 
5-8175; Joe Merman, orch arranger & con- 
ductor; Earl Rogers, vocal arranger. 
Composition and arranging for all phases 
of commercial recording. 


Metrotape, Div. Metropolitan 
Broadcasting 

205 E. 67th St., N. Y. 21; Lehigh 5-1000; 
Lewis W. Hicks, optns m. 

Complete video tape facilities for tv com- 
mercials. 


MGM Telestudios, Inc. 

1481 Broadway, N. Y. 36; LO 3-1122; 
George K. Gould, p; Al Markim, vp, d 
optns; Ernest Motyl, sls m. 

Living tape commercials & shows. 


Milner-Fenwick, Inc. 

3800 Liberty Heights Ave., Baltimore 15; 
Mohawk 4-4221; Liberty 2-7147; Ervin M. 
Milner, p; Robert Fenwick, vp prodn; 
Hoby Wolf, vp sls. 

Commercials, syndicated spots and indus- 
trial films. 


Branch Office: 
314 Victor Bldg., 714 Ninth St., N.W., 
Washington, D. C.; Ed Hopper, dist m. 


MKR Films Inc. 


619 W. 54th St. N. Y. 19; Columbus 
5-4878; Ralph Rosenblum, p; Gene R. 
Kearney, vp. 

Producers of industrial, commercial, public 
relations films. 


Mobile Video Tapes, Inc. 

1607 N. El] Centro Ave., Hollywood 28, 
Calif.; Hollywood 4-7188, OL 7-1738; Les 
ter E. Hutson, p; Jack Meyer, vp. 
Mobile Video Tape Cruiser; production of 
commercials and programs; studio facili- 
ties. 
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Mode-Art Pictures, Inc. 

1022 Forbes Ave., Pittsburgh 19; Express 
1-1846; James L. Baker, p; Robert L. 
Stone, exec vp; Florence E. Baker, sec- 
treas; H. John Kemerer, vp; August A. 
Borgen, vp. 

Fully integrated facilities for complete pro- 
duction of all types of motion pictures and 
commercial including comprehensive edi- 
torial and recording services. 

Branch Office: 


1904 Preuss Rd., Los Angeles 34, Calif.; 
F. M. Joyce, west coast rep. 


Monarch Films, Inc. 
650 N. Bronson Ave., Hollywood, Calif.; 
Hollywood 2-7377. 


Producer of tv commercials. 


Monarch Productions Corp. 

729 Seventh Ave., N. Y. 19; Circle 5-3775; 
Norman Berman, exec prod & d. 
Producer of filmed tv series; film commer- 
cials; tv film syndication; distributor of 
film series. 


Morgan-Swain, Inc. Florida 

Film Studios 

1938 Laurel St., Sarasota, Fla.; RI 7-2141; 
Duncan J. Morgan, p; Hack Swain, vp 
& prodn sup. 

Producers of motion pictures and slide 
and stripfilms for public relations, sales 
promotion, television, industrial and edu- 
cational use. Complete production includ- 
ing script writing, storyboards, photogra- 
phy, editorial services and recording facili- 
ties. 
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LET’S ANIMATE 
OUR 
COMMERCIALS 


RAV PATI 


PRODUCTIONS 


3425 CAHUENGA BLVD. 
HOLLYWOOD 28, CALIF. 
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Joe W. Edwards, midwest rep; 221 N. La 
Salle St., Chicago 1; Franklin 2-2628. 


Dwight Morris Productions 

1611 S. Boston, Tulsa 19; DI 3-6424; 
Dwight Morris, exec prod; Wesley Mor- 
ris, lab m. 

Commercial, syndicated spots and indus- 
trial films. 


Motion Picture Advertising 
Service Co. 

1032 Carondelet St., New Orleans; Jack- 
son 5-2253; C. J. Mabry, p; R. P. Karri- 
gan, vp sls; Jack Sledge, vp prodn. 

Film commercial production for tv and 
theatres. 


Motion Pictures for Industry 
2543 Kelton Ave., Los Angeles 64; BR 
0-4757; Kenneth Hodges, exec prod; Frank 
Rathbun, sls m; Merrill Cantrell, treas. 
Create & produce film tv, industrial and 
dramatic shows. 


Moulin Studios 

181 Second St., San Francisco 5; Yukon 
6-4224; Raymond M. Moulin, p. 

Tv film shows; film commercials; indus- 
trial shorts; religious films; animation, 
b&w and color; music effects. 


Movietone News, Inc. 

460 West 54th St, N. Y. 19; Columbus 
5-7200; W. C. Michel, p; Edmund Reek, 
vp & prod; Frank Barry, asst to prod. 
Producer of newsreels, film commercials; 
stock footage. library. 


MPO Videotronics, Inc. 

15 E. 53rd St., N. Y. 22; Trafalger 3-7000; 
Judd L. Pollock, p; Marvin Rothenberg, 
vp, sec; Arnold Kaiser, vp; Gerald Hirsch- 
field, vp, d of photography; Gerald Kleppel, 
vp, sup editing services; William Susman, 
vp; Sanford Greenberg, treas. 

Branch Offices: 

800 N. Seward St., Hollywood, Calif.; 
Hollywood 6-3341; Mel Dellar, vp, m; 
921 Monroe Blvd., W. Dearborn, Mich.; 
Crestview 8-4412; Hank Barth, m. 1210 N. 
Astor St., Chicago, Ill.; Randolph 6-2481; 
Robert McNear, rep. 


Qwen Murphy Productions, Inc. 
723 Seventh Ave., N. Y. 19; Plaza 7-8144; 
Owen Murphy, p; Paul Cohen, vp & 
prodn m; Eric Lawrence, vp editorial. 
Commercials, syndicated spots and indus- 
trial films. 


| Music Makers, Inc. 


6 W. 57th St., N. Y. 19; Circle 5-3737; 
Mitch Leigh, p & creative d; Herman 
Edel, exec vp; Bill Schwartau, prodn vp; 
Ralph Kessler, creative vp. 

Create music for radio and tv commercials, 
jingles, scoring for industrial films, com- 


| plete music merchandising packages. 


Branch Office: 
9015 Wilshire Blvd., Beverly Hills, Calif.; 
CR 1-4747; Mort Stein. 


MVT Television, Inc. 
40 E. 49th St, N. Y. 17; Plaza 3-9111; 
Theodore R. LeVan, p; Robert D. Craver, 


exec vp. 

Leasing of television equipment; complete 
mobile video tape facilities; color and/or 
monochrome; cameras. 


Nassour Studios, Inc. 

8460 W. Third St., Los Angeles 48; Oliver 
3-0400; William & Edward Nassour. 

Tv film shows; film commercials; indus- 
trial shorts; package tv film shows; syn- 
dicate tv film; import film. 


National Broadcasting Company 
Telesales Department 

Jerry Madden, d, Eastern Div.; 30 Rocke 
feller Plaza, N. Y. 20; Circle 7-8300. 
Dean Craig, m, Pacific Div.; 3000 W. 
Alameda, Burbank, Calif.; Th. 5-7000. 
National organization offering network tv 
production facilities for tape or film re 
corded commercials, spot campaigns and 
closed circuits. Complete creative and pro- 
duction teams for closed circuits. 


National Film Studios, Inc. 

105 Eleventh St., S.E., Washington 3, D. C.; 
Lincoln 6-8822; Elliott Newcomb, p; F. 
William Hart, exec vp; William Gage, vp. 
Any type of motion picture production— 
from a 20 second tv spot to a full length 
theatrical feature. 


National Programming Service 
4614 Norton Lane, Columbus 13; Exeter 
3775: Jerri Fredritz. 

Commercials, syndicated spots and indus 
trial films. 


National Screen Service Corp., 
Television & Industrial Films Div. 
1600 Broadway, N. Y. 19; Circle 6-5700; 
Burton Robbins, p; Bernard Brody, Holly- 
wood Studio Mgr.; Edwin J. Smith, London 
mgr d. 

Producers of commercials (live and ani- 
mated), industrials, appeals. 

Studios: New York, Hollywood, London. 


National Studios 

42 W. 48th St., N. Y. 36; Judson 2-1926; 
H. A. Rosenberg, p; A. J. Rosenberg, vp 
chg prodn; Lee J. Dresner, vp chg sls; 
Robert Stern, plant prodn m; Ronny 
Shroyer, art d; Evan Mann, customer's 
service. 

Slides and balops (telops) ; 
crawls; slide film commercials. 


flip cards, 


National Video Tape Productions, 
Inc. 

(Div. of Sports Network, Inc.) 

36 W. 44th St., N. Y. 36; Murray Hill 
2-0117; Richard E. Bailey, p; Roylance 
H. Sharp, vp; Jack D. Bozarth, vp sls; 
Charles A. Voso, vp video tape and closed 
circuits; William Hyland, vp; Thomas J. 
Schilling, sec-treas. 

Television video tape commercials, entire 
programs. Services supplied nationally. 


National Videotape Service, Inc. 
915 N. La Brea, Hollywood 38, Calif.; OL 
4-0610; Hal Marienthal, p. 

Creation, writing and production of nation- 
al and local commercials and shows. Dub- 
ing and editing facilities. Tape to film 
transfers. Complete services from storyboard 
through release material. 








Stanley Neal Productions, Inc. 
138 E. 36th St., N. Y. 16; Murray Hill 3- 
6396; Donald J. Lane, p. 

Commercials, syndicated spots and indus- 
trial films. 


Branch Offices: 
869 N. Dearborn, 
3-3470; John Newell. 


1277 N. Clark St., Hollywood, Calif.; Crest- 
view 6-8865; Soby Martin. 


Chicago; Whitehall 


Ted Nemeth Studios 

729 Seventh Ave., N. Y. 19; Circle 5-5147; 
Ted Nemeth. 

Commercials and syndicated spots. 

Fred A. Niles C ications 
Centers, Inc. 

1058 W. Washington Blvd., Chicago 7, See- 
ley 8-4181; Fred A. Niles, p; William E. 
Harder, vp, prodn; Norman C. Lindquist, 
vp, sls; Edward E. Katz, vp, finance; Har- 
ry Lange, vp, exec prod; Ruth L. Ratny, 
vp; Bruce Henry, creative d; Sid Siegel, 
mus d; Orville Hurt, art d, creative; Carl 
Carter, art d, prodn; Joyce Markstahler, 
sup, editing dept; Robert Henning, chf 
sound eng: Bert Lindberg, chf chg m: 
Dorothy Roecker, off m; Lawrence Stein, 
purchasing agent. 





Tv commercials, live & animated; industry 
film programs including sales and product 
training, public relations and consumer 
education films for theatre, tv & non- 
theatrical distribution; slidefilms; closed 
circuit tv; sound recording and radio jin- 
gles; business theatre shows for sales meet- 
ings; syndicated tv commercials. 


Branch Offices: 


Fred Niles of Hollywood: 

650 N. Bronson, Hollywood 4, Calif.; Hol- 
lywood 3-8154; Lionel Grover, vp; Edwin 
T. Morgan, exec prod; Jack Silver, prodn 
m. 

Fred Niles of New York: 

108 West End, New York; Susquehanna 
7-8770; Howard Henkin, vp, gm; Max 
Pride, vp sls; John Trenear prodn m. 


On Film, Inc. 

33 Witherspoon St., Princeton, N. J.; Wal- 
nut 1-7800; James W. Ramey, p; Robert 
Bell, vp & chmn of the bd; F. E. Johnston, 
Jr., treas. 

Commercials, industrial films and syndi- 
cated spots. 

Sales Offices: 


315 E. 55th St., N. Y.; Plaza 9-0920; Mor- 
ton Schaps; Norton Gretzler; Robert Kin- 
ney; Robert Braham. 


Sam Orleans Film Productions, Inc. 
211 W. Cumberland Ave. Knoxville; 
523-8098; Sam Orleans, p; Larry Mollot, 
assoc prod. 

Industrial, educational 
service motion pictures, 
Branch Offices: 
Pathe Bldg., 105 E. 106th St., N. Y.; En- 
right 9-2002. 


and community 


John Ott Pictures, Inc. 

Box 158, Lake Bluff, Ill.; Cedar 4-3026; 
John Ott, p. 

Producer of commercials and industrial 
films; time-lapse photography. 


Del Owen Productions 
333 N. Michigan Ave., Chicago 1; Frank- 
lin 2-4811; Del Owen, p. 

Filmed « cials — « let 


origination—production—jingles. 





service 


Harry Owens Television 
Productions 

6710 Melrose Ave., Hollywood 38, Calif.; 
Webster 9-1491; Homer O'Donnell, vp. 
Tv film shows; tv film commercials; indus- 
trial shorts. 


Pabian Productions 

Affiliated with CINEASTES STUDIOS of 
Paris 

12407 Ventura Blvd., Studio City, Calif.; 
Poplar 9-0967; Anthony A. Pabian, exec & 
administrator of prodn; James Pabian, 
exec prod, d of prodn; George Moreno, 
chg of London optns;. Antenio Parano, 
chg of Paris optns. 
Producers of commercial, 
entertainment films, 


industrial and 


Packaged Programs, Inc. 
634 Penn Ave., Pittsburgh 22; 
1-4756. 

Tv commercials, industrial films and news 
in l6mm & 35mm. 


Grant 


Pantomime Pictures, Inc. 

8961 Sunset Blvd., Hollywood 46, Calif.; 
Crestview 41008; Fred Crippen, p; John 
Marshall, vp; Dick Reed, m. 

Animated tv commercials; animated tv en- 
tertainment films; live action tv commer- 
cials; film titles. 


Paramount Television Produc- 
tions, Inc. 

1501 Broadway, N. Y. 36; Bryant 9-8700; 
Paul Raibourn, p 

Tv live and film shows; live and film com- 
mercials; industrial shorts; animation, 
b&w and color; export film; rent studios 
& facilities. 

Branch Office: 

5800 Sunset Blvd., Hollywood, Calif.; 
Hollywood 9-6363; S. L. Adler, gm. 


Lindsley Parsons Productions, Inc. 
3459 Cahuenga Blvd., Hollywood 28, Calif.; 
Hollywood 9-3641; Lindsley Parsons, p. 


Ray Patin Productions 

3425 Cahuenga Blvd., Hollywood 28, Calif.; 
Hollywood 2-1147; TWX LA 1240; Ray 
Patin, p & art d; John Dunn, prodn m; 
Felix Zelenka, studio gm. 

Specialists in production of animated com- 
mercials, preparation of storyboards, direc- 
tion of sound tracks and live action. 


Peachtree Production Assoc., Inc. 
Suite 217—710 Peachtree St., N.E.; At- 
lanta 8; Trinity 41038; Otho E. Thomas, 
p; Philip W. Taylor, sec-treas. 
Producers of live, filmed and videotaped 
television programs and commercials. 


Peckham Productions 

15 E. 48th St. N. Y.; Plaza 8-0490; 
John L. Peckham, p; Kay Anderson, vp: 
Harvey Yale Gross, creative d; Peter H. 
Peckham, d of client services; Hoyt Grif- 


fith, edit d. 


Invention, programming, production for 
agency, industry and government; slide 
films, motion pictures, spots, complete sales 
and training packages. 


Pelican Productions, Inc. 

292 Madison Ave., N. Y. 17; Oregon 9- 
0670; Thomas J. Dunford, p; Arthur J. 
Zander, vp; Eli Feldman, vp, sls; Chris 
K. Ishii, vp; Marc T. Statler, exec prod; 
Mike Kraft, sls; David Reisman, prodn m; 
E. J. Connolly, prints. 

Production of animated and live action tv 
commercials. 


Tony Petri Studios 

87 Weybosset St., Providence; Gaspee 
1-9242; Tony Petri, p; Ernest K. Strauss, 
prodn m. 

B&w, color, live & narration sound, sound 
stage. 


PGL Productions 

6 E. 46th St., N. Y. 17; 
Richard Lerner, chg sls. 
Motion pictures for industry, tv and the- 
atrical release. 


Yukon 6-4530; 


Phoenix Studio, Inc. 

420 Lexington Ave., N. Y. 17; LE 2-7122; 
Division of Goulding-Elliott-Graham Pro- 
ductions, Inc. 


Photo-Art Commercial Studios 
420 S. W. Washington St., Portland 4, Ore.; 


CA 7-5411; Claude F. Palmer, p; Lewis 
Cook, techncl d; David Baird, chf camera- 


dtl g feline 





SYNDICATED TV 
COMMERCIALS 
FOR 
BANK 
SERVICES 


RAY FATIA 


PRODUCTIONS 


3425 CAHUENGA BLVD. 
HOLLYWOOD 28, CALIF. 
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Complete facilities for commercial produc- 
tion: sound stage, single and double sys- 
tem, animation, 16 x 35mm cameras, tv 
slides, all still services. 


Photo Arts Productions, Inc. 
2330 Market St., Philadelphia 3; LO 3- 
3696. 

Commercials, syndicated spots and indus- 
trial films. 


Pilot Productions, Inc. 
1819-23 Ridge Ave., Evanston, IIl.; 
way 3-4141; C. Robert Isely, p; Robert 
L. Dedrick, vp-prod; C. Don Sheldon, 
treas; Arthur Boroughf, sec & g coun- 
sel; Connie A. Andersen, asst sec. 
Commercials, slides, sound slidefilms and 
industrials. 


Broad- 


Pintoff Productions, Inc. 

64 E. 55th St., N. Y. 22; Eldorado 5-1431; 
Ernest Pintoff, p; Jose di Donato, vp 
client serv; Arnold Stone, vp prod; Rob- 
ert Heath, special effects. 

Animated and live-action tv commercials, 
industrials and theatrical films. 


Pix Enterprises 

12148 Hillslope St., Studio City, Calif.; 
Poplar 2-9173; George Grenville, prodn 
sup. 

Tv film commercials, industrial and docu- 
mentary films, b&w and color, 16.and 35mm 
sound or silent. 


Playhouse Pictures 
1401 N. LaBrea Ave., Hollywood 28, Calif.: 
Hollywood 5-2193; Adrian Woolery, p; 


“WHAT?” 





The response of Ted Baldridge, 
“King of the Filibuster,’’ when 
asked: ‘‘Don’t you agree that the 
magnificent animation and live ac- 
tion television commercial work of 
FilmFair, despite the recent disas- 
trous cyclone situation, has con- 
tributed to the advancement of 
American Marketing?” Pressed 
further, he replied: “Gosh yes!” 


6 | 6 | em rair 


1040 North McCadden Place Hollywood 38, Calif. 
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. Woodworth, Jim Morgan, 


‘| Robert McC 


Bill Melendez, sup d; Frank Smith, d: Al 
Halderson, bus m; George Woolery, pr d. 
Animation specialists in tv commercials, 
business and entertainment films. Complete 
studio personnel and facilities for the pro- 
duction of animated films from creative 
story through camera. 


Jules Power Productions, Inc. 

9 E. 75th St. N. Y. 21; Lehigh 5-8580; 
Jules Power, p; Daniel Wilson, vp. 

Tv live programs; tv film programs; pack- 
age tv live shows; live & film commercials. 
Branch Office: 

228 N. LaSalle St., Chicago 1; 
3-1422; H. Rothbart, off mgr. 


Andover 


Premier Film and Recording Corp. 
3033 Locust St., St. Louis 3; Jefferson 
1-3555. Theodore P. Desloge, p & exec 
prod; Wilson Dalzell, vp & gm; Roger 
Leonhardt, prodn m; Patrick Murphy, d 
sls 


Complete production facilities for motion 
pictures, tv commercials, sound recordings. 
Creative staff, sound stages, recording stu- 
dios, editing and record pressing plant. 


Princeton Television Center, Inc. 
Mount Lucas Rd., Princeton, N. J.; Prince- 
ton WA 4-3550, Ann Hogarty. 
Commercials and syndicated spots. 
Branch Office: 

1456 N. Bronson Ave., Hollywood 28, Calif.: 
Hollywood 2-6282; Gordon Knox. 


cai & Artists Productions, 
ne. 

6646 Hollywood Blvd., Suite 215, Holly- 
wood 28, Calif.; Walter White, Jr., p; Ed 
vps; Vernon 
Keays, vp & prodn m; Walter White III, 
prodn sup. 

Tv films, programs, commercials & indus 
trials. 


Producers Studio, Inc. 

650 N. Bronson Ave., Los Angeles 4; Holly- 
wood 6-3111; Fred Jordan, p; Gerald King, 
exec vp. 

Tv film shows; tv film commercials; 
studios & facilities. 


rent 


Producing Artists Inc. 

45 W. 45th St, N. Y. 36; Plaza 7-9388: 
‘ahon, p, exec prod; Martin L. 
Low, vp. 

Producers of film for tv commercials and 
industrials. 


Productions for Television, Inc. 
625 Madison Ave., N. Y. 22: Templeton 8- 
7100; L. L. Dunier, vp, d of radio & tv; 
James Lichtman, prod-d: Arnold Walton, 
prod; Morris Cohen, prod & commercial 
sup; Cathy Davis, prodn asst. 


| Producer of commercials. 


| Project-O-Fex, Inc. 


| ment; 


60 E. 42nd St., N. Y. 17; 
1881; Paul F. Adler, p. 
Animation for tv spots and industrial equip- 
16 & 35mm. Rear screen projection 
(job can be seen complete before filming). 
Specialize in video tape animations and 
live tv. 


Murray Hill 7- 


Punch Films Inc. 


155 Fifth Ave, N. Y. 10; Algonquin 


4-2450; Louis Bunin, p; Florence Bunin, 
vp, treas. 

Entertainment and commercial films using 
the stop-action animation film techniques. 


Q.E.D. Productions, Inc. 

21 W. 46th St., N. Y. 36; Judson 2-4291; 
Robert Baron; John McManus. 
Commercials; industrials; sales and tour- 
ist promotion films. 


Quartet Films, Inc. 

5631 Hollywood Blvd., Los Angeles 28: 
Hollywood 4-9225; Arnold Gillespie, p: 
Michael R. Lah, vp; Stan Walsh, vp, sec: 
Leslie A. Goldman, vp chg prodn. 
Complete production services for tv com- 
mercials, films for industry and informa- 
tion motion pictures; story, design, direc- 
tion, animation; recording and completion; 
live action and cartoon; animated film pro- 
grams for tv. 


Que Recording 

6233 Hollywood Blvd., 
Calif.; Hollywood 4-8351. 
Norman Houlé, p; John Barber, prodn & 
sls. 

Film recording, dubbing, and re-recording 
services—l6mm-35mm. Own studios and fa- 
cilities. TV film shows, tv film commercials. 
Complete sound studio for radio or tv. 
Sound facilities, 16 and 35mm transfers. 


Hollywood 28, 


Radio Features of America 
37 W. 46th St., N. Y. 36; Judson 2-5130; 
Oliver W. Nicoll, exec d. 


Film spot commercials; live shows. 


Radio Television Arts 

3819 Wilshire Blvd., Los Angeles 5; Dun- 
kirk 8-1323; Doria Balli, o. 

Tv live programs; tv film shows; live and 
film commercials; industria] shorts; ani- 
mation, b&w; package tv live shows; pack- 
age tv film shows. 


Rainbow Pictures, Inc. 

1540 Levante Ave., Coral Gables 46, Fla.; 
Mohawk 5-3524; Walter Resce, p; Ruth 
B. Resce, sec-treas; Oscar Barber, prodn 


m. 
Studio facilities; industrials; features; 
commercials. 


Rarig Film Productions (A division 
of Rarig Motion Picture Co.) 
5510 University Way, Seattle 5; Lakeview 
2-0707; Max H. Rarig, p; Edith A. 
Rarig, vp-treas; Mrs. Carolyn Dickson, 
sec; James H. Lawless, prodn d; Joe F. 
Nelson,, photography d; Grace Umbarger, 
art d. 

Complete 16 and 35mm b&w and color 
photography; Westrex sound recording and 
sound stage; editing facilities; television 
commercials; complete filmed productions 
and programs. 


Reid H. Ray Film Industries, Inc. 
2269 Ford Parkway, St. Paul 16; Midway 
9-1393; Reid H. Ray, p; R. V. Jeffrey, 
g sls m; Alice M. Griswold, sec. 

Tv film shows; film commercials; educa- 
tional and industrial shorts; animation, 
b&w and color. 








Branch Offices: 

208 S. LaSalle St., Chicago 4; FI 6-0897; 
Clyde Krebs, vp. 

438 Washington Bldg., Washington 5, D. C.; 
District 7-8729; Frank Haulicek, eastern 
sls m. 


Redlin Productions, Inc. 

19116 Lanark, Reseda, Calif.; Dickens 2- 
8925. 

Tv film shows; film commercials; educa- 
tional and industrial shorts; animation, 
b&w and color. 


Roland Reed Productions, Inc. 
650 N. Bronson, Hollywood 4, Calif.; HO 9- 
1628; Roland D. Reed; Arthur Pierson, vp 
chg prodn. 

Creation of ideas, storyboards, photographic 
production, animation, full post-production 
and delivery service, also prints. 


Rembrandt Films Inc. 

59 E. 54th St., N. Y. 22; Plaza 8-1024; Wil- 
liam L. Snyder, p-o. 

Animated cartoons for television & theatre. 


Republic Television Features 

64 E. Lake St., Chicago 1; 275-3199; 
Capico Kapps, p; Joseph Kapps, vp 
chg sls; Albert Kapps, prod; D. Daily, 
ae. 

Commercials and syndicated spots. 


Robert Yarnall Richie 
Productions, Inc. 

666 Fifth Ave., N. Y. 19: Circle .6-0191; 
Robert Richie, p; Frank H. Burns, sls m; 
V. G. Richie, treas; Dorothy Donahue, sec. ; 
James Petrie, prodn m; Michael Ross, edit; 
Benjamin Green, internatl rep. 
Industrials, tv commercials. 


Walter A. Rivers & Associates 
125 Hyde St., San Francisco; OR 3-9162; 
Walter A. Rivers, o. 

Industrial motion-picture productions, tv 
commercials. 


Riviera Productions 

6610 Selma Ave., Hollywood 28, Calif.; 
Hollywood 2-8585; F. W. Zens, exec prod: 
A. W. Stephenson, Leif Rise, assoc. prods. 
Complete facilities for production of com- 
mercials for television, as well as indus- 
trial, business and commercial color motion 
pictures. 


Branch Offices: 


566 Birch, Cleveland 32; Redwood 1-6076; 
Pat Rancati, eastern rep. 

340 Westmoor Blvd., Brookfield, Wis.; Sun- 
set 2-8815; Robert Zens, midwest rep. 


Frederick K. Rockett Co. 

6063 Sunset Blvd., Hollywood 28; Holly- 
wood 4-3183; Arthur J. Sowers, p; F. Stan- 
ton Webb, vp; John J. Hennessy, exec 
prod; Jerome Lipari, studio m. 

Creation and production of industrial mo- 
tion pictures and filmstrips, public-rela- 
tions and corporate-image films, sound 
stage, scene dock, set construction, West- 
rex sound system. Editing and projection 
rooms, 


Tv commercials, syndicated spots and indus- 
trial films. 


Richard H. Roffman Associates 
675 West End Ave., N. Y. 25; Riverside 9- 
3647; Sophie Speiser, chmn; Richard Hh. 
Roffman, p; Maurice Roffman, Malvina 
Cohn, vps. 

Tv film commercials. 


Rolab Studios 
Sandy Hook, Conn.; Garden 6-2466; Henry | 
Roger. 

Commercials and syndicated spots. Services 
to producers. Consultants to highly techni- 
cal camera work. 


Roquemore Films 

44 Mt. Vernon Blvd., Hamburg, N. Y.; 
NA. 7-3876; Everett E. Roquemore, d. 
Tv film commercials and shorts; educa- 
tional and industrial films; music and 
sound-effects library; tape recorders. 


Cy Roth Productions 

1148 S. Shenandoah St., Los Angeles 35; 
Bradshaw 2-6884; Cy Roth, p. 

Tv film shows; tv film commercials; edu- 
cational and industrial shorts; b&w and 
color. 











Danny Rouzer Studio 

7022 Melrose Ave., Hollywood, Calif.; Web- 
ster 6-2494; Danny Rouzer, o. 

Filmed audition-tests for commercials; 
kinescopes; publicity newsreels, studio 
rental. 
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RTS Productions, Inc. 
2 W. 46th St.. N. Y. 36; Plaza 7-9260: 


John Gart, p; Roger White, ae. “FILM FAIR IS 

Creation, writing and production of musi- | 

SOME PUNKINS” 
a a 


cal and singing commercials and tv back- | 
ground scoring. 


Jack Russell & Assoc. 

203 N. Wabash Ave., Chicago 1; State 2- | 
2818; Jack Russell, p. 

Talent reps; tv film reps; jingle writing | 
and production. 


Hal Rumel 
49 W. Broadway, Salt Lake City. 
Industrials and commercials. 


Sande & Greene Productions 

1777 N. Vine St., Hollywood 28, Calif.; 

Hollywood 6-5103; Oldfield 6-0300; 55 W. 

53rd St., N. Y. 19; Judson 6-2388; Robert 

Sande, p; Larry Greene, exec vp. 

Tv live & animation commercials, musical | 
commercials, title themes & backgrounds, 

station “musical images” for tv and radio. | 


Sarra, Inc. 

200 E. 56th St., N. Y. 22; Murray Hill 8- 
0085; 16 E. Ontario St., Chicago 11; 
Whitehall 4-5151; Valentino Sarra, p; | 
Morris D. Behrend, exec vp & gm; Rex 
Cox, creative d; John Henderson III, tv 
sls m (N. Y.); William Newton, m (Chi- 
cago); Marvin Bailey, tv prodn m (Chi- 





say Virginia City mine owners (in 
an unsolicited statement requested 
by FilmFair). 

“ _.FilmFair’s quality penetrates 
clear down in the mines. We like em 
and we'll like ’em even better when 


cago). we turn in our next poke on a tele- 
vision set.” 
Willis H. Schaefer of | 8 | im Fair 





1040 North McCadden Place Hollywood 38, Calif. 


136 E. 55th St., N. Y. 22; Plaza 5-4030; | 
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Willis H. Schaefer, creative d; Marjorie 
Gordon, sec. 

Composing, arranging and producing of 
musical commercials. 


Raymond Scott Enterprises, Inc. 
140 W. 57th St., N. Y. 19; Plaza 7-5685; 
Raymond Scott, creative d; Charles Bar- 
clay, m. 

Creates music and special effects for tv 
and radio commercials; jingles; ty scor- 
ing; industrial films; The Jingle Work- 
shop; Sounds Electronique. 


Scott-Textor Productions Inc. 

333 E. 46th St., N. Y. 17; Yukon 6-3850; 
Keith Textor, p; Alan Scott, treas. 
Radio and television musical commercials, 
television musical film tracks, custom rec- 
ords. 


Hal Seeger Productions Co. 

48 W. 48th St., N. Y. 36; Circle 6-4939; 
Richard Rauh, prodn sup. 

Producers of animated commercials; full 
cartoon, technical and special effects ani- 
mation; slide films. 


Sel Animation, Inc. 

75 W. 45th St., N. Y. 36; Circle 5-6781; 
Lou Marcus, p; Ed Feldman, vp; Stan 
Beck, treas. 

Animated tv commercials; complete art, 
titles, filmagraphs, promotionals, industrials, 
camera service, film strips, telops, slides, 
flips, storyboards on film. 





FOR UNUSUAL 







FILM COMMERCIALS 


AND 


HARD SELL 


JINGLES 


WILBUR STREECH PRODUCTIONS, INC. 





135 WEST 52nd STREET 


NEW YORK 19, WY. 


JUDSON 2-3816 
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Albert Semels Studio Inc. 

165 W. 46th St., N. Y. 36; Circle 5-6806; 
Albert Semels, p; Milton R. Roth, vp 
& prodn m. 

Animation photography, filmograph, slide 
film, special photographic effects and art 
service. 


Jack Shafton’s Puppet Masters 
8118 Lookout Mountain Ave., Hollywood 46, 
Calif.; Oldfield 42350; Jack Shafton, o. 
Tv live programs; tv film shows; live and 
film commercials; educational and indus- 
trial shorts; special effects; sound design; 
animation via puppets. 


Shamrock Studios 
707 Nicolet Ave., Winter Park, Fla.; Robert 
St. Vincent Pollock, vp. 


Sharpe-Lewis Productions 

9336 W. Washington Blvd., Culver City, 
Calif.; Upton 0-2931; Don W. Sharpe, 
p; Warren Lewis, exec vp. 

Tv film shows; tv commercials; package 
tv film shows. 

Branch Office: 

220 Madison Ave., N. Y.; Murray Hill 5- 
5683; Don Sharpe, p; Warren Lewis, exec 
up. 


Lawrence F. Sherman & Assoc. 
630 Ninth Ave., N. Y. 36; Judson 2-2988; 
Lawrence F. Sherman, p. 


Shewan Productions, Inc. 

527 Lexington Ave., N. Y.; PLaza 2-5040; 
William Reilly, p; Diane Munhall, vp, sec- 
treas. 

Filming commercials, industrial programs. 
Consultation & creative serv. Live action, 
animation, strip film. 


| Signature Music, Inc. 
| 240 E. 53rd St., N. Y. 22; Judson 2-8800; 
| Hank Sylvern, p. 


Producer of musical commercials. 


Al Simon Productions 

General Service Studios, 1040 N. Las 
Palmas, Hollywood 38, Calif.; HO 9-9011; 
Al Simon, p; John Nicolaides, controller. 
Producer of programs and commercials. 


Sixteen Screen Service Co. 

6710 Melrose Ave., Hollywood 38, Calif.; 
Webster 9-1491; Homer O’Donnell, o. 
Tv film shows; tv film commercials; educa- 
tional and industrial shorts; animation, 
b&w and color; sound or laboratory facili- 


| ties and services. 


| Skelton Studios 


1416 N. La Brea Ave., Hollywood 28, Calif.; 
Hollywood 9-2731; Red Skelton, p. 
Producers of live, taped and filmed tv 
programs; industrial films and commer- 
cials in color and monochrome; RED-EO- 
TAPE mobile tv units. 


Sleeping Giant Films, Inc. 

3019 Dixwell Ave., Hamden, Conn.; David 
K. Harris, p; Anthony Guorino Jr., vp & 
treas. 

16mm and 35mm complete production serv- 
ice; animated spots. 


Fletcher Smith Studios, Inc. 
259 S.W. 21st Ter., Ft. Lauderdale, Fla.; 


Ludlow 1-7300; Fletcher Smith, p; Arthur 
J. Davis, vp. 

Industrial films; opticals; projection; tv 
commercials; sound recording; sound 
shooting stage; animation; editing. 
Branch Office: 

319 E. 44th St., N. Y. 17; Murray Hill 
9-8766; Peter Caldera. 


Walter Harrison Smith 
Associates, Inc. 

222 E. 44th St., N. Y. 17; Oxford 7-9174; 
Walter Harrison Smith, p. 
Producer-distributor of industrial and pub- 
lic-relations films; commercials. 


Soundac Productions, Inc. 

Post Office Box 2167, Hollywood, Fla.; Wa- 
bash 3-8426; Robert D. Buchanan, p & gm; 
Jack Schleh, prodn m; Bob Biddlecom, 
tech d; Fran Noack, art d. 

Animated and live-action 16mm_photog- 
raphy; Produce film commercials, business 
films, and animated syndicated services and 
cartoon packages. 


Spotlite News, Inc. 

607 N. La Brea Ave., Los Angeles 36; 
Webster 8-2191; Marcia J. Walker, p; W. 
A. Blanchard, vp; Rex Metz, prodn sup. 
Film and editorial facilities; tv commer- 
cials and tv newsreel productions. 


Branch Office: 


60 W. 46th St., N. Y. 36; Circle 5-0770; 
Ben Greenberg, vp. 


Stammco, Inc. 

291 S. LaCienega Blvd., Beverly Hills; 
J. Harry Ebbert, p. 

Producers of sales, training, advertising 
marketing, merchandising, counseling and 
organizational film and transcription pro 
grams; tv film commercials; filmed indus- 
trial, commercial and theatrical short sub- 
jects; sound-slide films and records. 


Stanley-Marshall Tv Productions 
1454 Peerless Place, Los Angeles 35; CR 
4-1471; John Jay Franklin, prod. 


Produce tv commercials; stock shots. 


Stars, Inc. 

123 N. Poplar St., Charlotte, N. C.; ED 3- 
6151; T. D. Kemp Jr., p. 

Tv live and film shows; live and film com- 
mercials; package tv live <hows 


Stockdale & Co. 

200 E. First St., Salt Lake City 11; Elgin 
5-5511; C. L. Stockdale, p & o. 

Tv commercial films, industrials, 16mm and 
35mm. 


Storyboard, Inc. 

160 Riverside Dr., N. Y. 24; TR 3-7207; 
John Hubley, p. 

Animation and live-film production. 


John G. Stratford Film Corp. 
250 W. 57th St., N. Y. 19; Judson 6-7390; 
John G, Stratford, p. 

Educational and industrial shorts; anima- 
tion, b&w; package tv film shows; import 
film; film stock shots library. 


Jack Strausberg Productions 
920 N. Michigan Ave., Chicago 11; White 
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hall 4-3941; Jack Strausberg, p. 
Commercials and syndicated spets, slide 
films. 


Wilbur Streech Productions, Inc. 
135 W. 52nd St., N. Y. 19: Judson 2-3816; 
Wilbur J. Streech, p; J. P. Atherton, vp, 
mus d; Robert Baldwin, assoc prod. 
Commercials for tv-radio scripts; story- 
boards. “Musical Trademarks,” live action, 
“streechilation,” slide motion. Limited to 
full animation. 


Sturgis-Grant Productions, Inc. 
322 E. 44th St N. Y. 17; Murray Hill 
9.4994; Warren Stugis, p; Benedict 
Magnes, vp & gm; Sidney Milstein, vp 
chg prodn; A. E. Snowden, sec-treas; 
Richard A. Kent, spec asst to p; Anthony 
Delmar, art d. 

Sound stage, 35mm and 16mm cameras, 
full art dept., animation camera, special- 
effects cameras, recording facilities, script- 
writing staff, storyboards. 


Sun Dial Films, Inc. 

341 E. 43rd St., N. Y. 17; Murray Hill 
6-2046-7; Samuel A. Datlowe, p. 
Commercials, syndicated spots and indus- 
trial films. 


John Sutherland Productions, Inc. 
201 N. Occidental Blvd., Los Angeles 26; 
Dunkirk 8-5121; John Sutherland, p: 
Ross Sutherland, exec vp; Charles Bord- 
well, vp. 

Animation and live action. 


Suzari Marionettes 

119 E. 17th St., N. Y. 3; Gramercy 3-6699; 
Dorothy Zaconick, d. 

Tv live and film shows; live and film com- 
mercials; educational and industria] shorts; 
religious films; package tv hive and film 
shows. 

Branch Office: 

830 Regent Dr., Westbury, L. I.; Edge- 
wood 41481; Ruth Waxman, p. 


Hack Swain Productions, Inc. 

1685 Fortuna St., Sarasota, Fla.; 955-1706; 
Hack Swain. 

Tv-radio brochures, slide films, motion pic- 
tures. 


Robert Swanson Productions, Inc. 
689 Fifth Ave., N. Y.; Murray Hill 8-4355; 
Robert Swanson, p; Rolf Johnson, sls. 
Creation of musical commercials for tv 
and radio in all phases. 


Swanstrom Productions 

7657 Melrose Ave., Hollywood 46, Calif.; 
Olive 1-4889; Carl Swanstrom, o. 
Producer of industrials and commercials. 


Swift-Chaplin Productions, Inc. 
1136 N. Highland Ave., Hollywood 38, 
Calif.; Charles Chaplin, p; Howard 
Swift, exec vp; Miles E. Pike, vp. 
Commercials and syndicated spots. 


Talking Pictures, Ltd. 
28 Bruton St. London WI, England; 
Myron L. Broun, m-d. 


Teaching Aids Service, Inc. 
549 W. 123rd St., Suite 12E, N. Y. 27; 
WA 9-3635; Miss Gertrude Jacobs, p. 


Tv film commercials, soundies; educational 
and industria] shorts; animation, b&w and 
color; tv scripts; export and import film; 
rent studios & facilities, sound or labora- 
tory facilities & services. 


Technical Animations, Inc. 

11 Sintsink Dr. E., Port Washington, N. Y.; 
PO 7-8800; Stanley L. Schwartz, p. 
Custom prepared Technamations for film 
animations. 


Technisonic Studios, Inc. 
1201 Brentwood Blvd., St. Louis 17; Park- 
view 7-1055; Charles E. Harrison, p; 
Edward H. Canter, vp; Lila H. Fritschle, 
sec; Annette M. Harrison, treas. 
16/35mm commercial film-sound studios, 






Telecine Film Studios, Inc. 

100 S. Northwest Highway, Park Ridge, 
Ill.; TA 3-1418; Byron L. Friend, p. 

Tv commercials, tv programs, color and 
b&w, studio or location. 


Telefects 

247 W. 46th St., N. Y. 36; Circle 5-0449; 
Jack Saperstein, p; Jay Columbus, vp, sls; 
Norman Taylor, art d. 

Producers of live action and animated 
spots, including limited effect, and art 
design. 


Telefilm, Inc. 

6039 Hollywood Blvd., Hollywood 28, 
Calif.; Hollywood 9-7205; J. A. Thomas, 
p. 


.. . THERE’S NO 
EASY WAY TO SUCCESS 


But stick to it, young man, and along about 1975 you may be 


ready to join the staff of Robert Swanson Productions. We'll still 


be creating those award-winning musical commercials for the nation’s 


leading advertisers. 





Robert oe P. dhartinns 





es 





689 FIFTH AVENUE, NEW YORK 22, N. Y. 


Telephone: MUrray Hill 8-4355 
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Tv film commercials; industrial motion 
pictures; animation, special effects, titles, 
slides, b&w and color duplicating; sound 
recording; music library; sound effects li- 
brary; rental stage; process film; com- 
plete 16mm motion picture technical serv- 
ices. 


Telemat 

433 S. Fairfax Ave., Los Angeles 36; Web- 
ster 3-5731; Alan Wise and Sidney V. Free 
man, ps. 

Library service of animated cartoon com- 
mercials which may be adapted by stations 
for local accounts. Also, custom film com- 
mercials both live and animated. 


Telemated Motion Pictures 

415 Lexington Ave., N. Y. 17; Yukon 
6-3655; S. S. Taffet, prod-d. 

Production of tv commercials, industrial & 
training films, filmographs. Animation and 
live action; 35mm & 16mm; color and 


b&w. 


Telepix Corp. 

1515 N. Western Ave., Hollywood 27, Calif.; 
Hollywood 4-7391; Robert P. Newman, 
p; Pat Shields, prodn m. 

Tv film shows; live and film commercials; 
education and industrial shorts; anima- 
tion, b&w and color; music effects; tv 
talent; syndicate sound-effects library; 
rent studios & facilities; sound or labora- 
tory facilities & services. 

Branch Offices: 

351 California St., San Francisco, Calif.; 
Richard Osborne. 

114 E. 40th St., N. Y. 17; 
2-7121; Arthur L. Foster. 
Foreign Office: 

London, England. 


Murray Hill 


Telescene Film Productions Co. 
287 Tenth Ave., N. Y. 1; Chickering 4- 
0122; Robert D. Tobias, o. 

Tv producer and distributor of syndicated 
programs. 


Tele-Video Productions, Inc. 

316 W. 57th St., N. Y. 19; Judson 2-8095; 
Lew Pollack, prod-d; Nicholas Webster, 
prod-d; Torben Johnke, d of photography, 
ASC; Ed Schneberg, creative d; Dominic 
Juskevich, art d-scenic designer; Howard 
Lazarus, supervising ed; Andre Moulin, 
d of sls. 

Producers of tv commercials and industrials. 


Television Broadcasting 
Service, Inc. 

91 Central Park West, N. Y. 23; Trafalgar 
7-2372; William R. Riddle, p-o. 

l6mm & 35mm sound films, color or b&w, 
open-end commercials for tv, animation, 
regular film commercials, slides, travelogs, 
industrial films, film rentals, package 
shows; resort, mining, oil films; feature 
film rentals, “live” tv productions, scripts, 
safety films; video tape productions, color 
and b&w, in studio, and on location, re- 
mote tv tape productions, commercials, and 
package shows, backgrounds. 

Branch Offices: 

39 Academy Rd., Caldwell, N. J.; Cald- 
well 6-4272; Irwin L. Werfel, regional sls 
m, 
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1444 Bewick Ave., Detroit 14; Valley 2- 
0092; Rodney B. Hershey, district sls m. 
Cairo, N. Y.; William K. Bauer, resort sls m. 


Television Commercials Inc. 
Paramount-Sunset Studios, 1456 N. Bron- 
son Ave., Hollywood 28, Calif.; Hollywood 
2-6282; Harry W. Loud, p. 

Tv commercials; industrial films; anima- 
tion; videotape commercials and produc- 
tion; 5 sound stages; casting; technical 
dept.; optical and special effects; art dept.; 
editorial dept.; mattes; inserts; animation; 
sound; music; location. 


Television Graphics, Inc. 

369 Lexington Ave., N. Y. 17; Murray Hill 
6-5255; Bernard Rubin, Lee E. Blair, 
Michael Alexander, Charles Powers, Ed- 
mond Witalis, ds; Theodore Pahle, cam- 
eraman; Don Towsley, animation d; Bob 
Franz, d special affects; Howard Linkoff, 
rep. 

Live action; animation; special effects: 
stop motion, time lapse, combinations of 
live and animation. 

Studios: 

429 W. 54th St, N. Y.; 3 W. 6lst St. 
mn. Y. 


Television Screen Productions, 
Inc. 

17 E. 45th St., N. Y. 17; Murray Hill 2- 
8877; Charles J. Basch Jr., p; Frances 
Scott, vp & sec; Clarence Schmidt, treas. 
Tv commercials, film programs, industrial 
& training films—b&w or color; 35mm or 
16mm; animation or live talent. 


Termini Video Tape Services, Inc. 
1440 Broadway, N. Y. 18; Pennsylvania 6- 
6323; Anthony Termini, p. 

Full video tape facilities; tv studio—35mm 
kinescopes—editing, screening rooms— 
close circuit: and mobile  video- 
tape unit for location programming any- 
where in the United States. 


TKT Films, Inc. 


1600 Broadway, N. Y. 19; Judson 2-2808; 
Tom Golden, p; Len Kanter, Tee Collins, 
ups. 

Producers of animated and live action films, 
tv commercials. Industrial & sales promo- 
tion films. Storyboard & script creation. 


Toddy Pictures Co. 

148 Walton St., N.W., Atlanta 1; Murray 
8-3117; Ted Toddy, p; James L. Roberts, 
sls m. 

Tv film shows; live commercials; indus- 
trial shorts; package tv film shows; sound 
or laboratory facilities & services. 


Tomlin Film Productions, Inc. 
480 Lexington Ave., N. Y. 17; Yukon 
6-5090; Frederick A. Tomlin, p; Carl A. 
Tomlin, vp & bus m. 

Producer of industrials and commercials. 


Transfilm-Caravel Inc. 

Executive Offices: 

455 Park Ave., N.Y. 22: PLaza 2-4100; 
Studios 20 W. End Ave., N. Y. 23; PLaza 
2-4100; William Miesegaes, p; Michael A. 


Palma, exec vp; David I. Pincus, Robert 
H. Klaeger, sr vps; Milton Millet, sec-treas; 
William E. Huston, vp, tv commercials sls; 
Joseph F. Kilmartin, vp, bus pgm serv; 
William Burnham, Peter A. Griffith, vps; 
Gordon Crowe, vp, exec prod bus pgm serv; 
Thelma Allen, Raymond DuFlon, Paul 
Minor, James A. Steen, Jr., aes; E. H. Moss, 
d, training pgm serv; L. E. Waddington, 
exec prod bus pgm serv; Marilyn Gold, d 
adv & pub. 


Film Production Div: 


Robert H. Klaeger, p; John J. Fenton, vp 
prodn; Andrew L. Gold, vp govt serv; 
Stephen Kambourian, vp, mot pic comple- 
tion; Robert Drucker, Philip Donoghue, 
exec prods; James Rose, John Gilmour, 
prod-d; John C. Orr, assoc prod; Michael 
Phillips, asst d; David Quaid, d photog; 
Paul Heller, art d; Robert C. Jacques, sup 
edit; Bruce Heerdt, m print serv; Martin 
Berman, studio m. 

Tv commercials, industrial films, complete 
art and animation service, sound slide 
films, sales and business meetings, sales 
training programs, convention, industrial 
shows, closed circuit tv and entertainment 
packages. 


Triangle Productions 
5746 Sunset Blvd., Hollywood 28, Calif.; 
Hollywood 4-7119; LeRoy M. Smith, p; 
Robert G. Walker, sec-treas. 


Tv Art, Inc. 

7 N. 7th St., St. Louis 1; Central 1-4575; 
Daniel Bishop, p; William Hunn, prodn m. 
Tv film shows; tv film commercials; anima- 
tion, b&w; package tv film shows; tv 
talent; tv scripts. 


Tv & Motion Picture Productions 
117 E. Main St., Richmend 19, Va.; Milton 
3-4444; John C. Wood, p; Fred L. Frech- 
ette, vp. 

Animation; laboratory (16mm) facilities 
and services; film spot commercials, indus- 
trial and educational films; newsreels and 
special events, slides and slide film com- 
mercials; recording facilities, studio facili- 
ties for rent, complete editing services. 


T-V Visuals inc. 

(formerly Kling Studios Syndicated Com- 
mercials Div.) 

20 N. Wacker Dr., Chicago 6; Central 6- 
8955; Alfred D. LeVine, p; Robert B. 
Eirinberg, sec. 

Syndicated television commercials; live 
action; animation; color; l6mm & 35mm 
b&w and color. 


William Tytla Productions Inc. 

40 W. 57th St, N. Y. 19; Circle 6-8561; 
William P. Tytla, p & d; Gwynne Boll, 
asst to p. 


Richard H. Ullman, Inc. 

Animated commercials. 

295 Delaware Ave., Buffalo 2, N. Y.; Cleve- 
land 2066; Richard H. Ullman, p; 
Richard B. Ullman, vp; Marvin A. Kemp- 
ner, exec vp. 

Animation and live sequences. 

Branch Office: 

570 Fifth Ave., N. Y.; Circle 5-3111; Rich- 
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ard B. Ullman, vp. 


Unifilms, Inc. 

6 E. 46th St., N. Y¥. 17; Yukon 6-5720; 
Charles E. Gallagher, p. 

Tv commercials; tv program inserts; tv 
public service material; tv news and fea- 
ture coverage; tv programs, industrial films. 


United Film & Recording Studios 
301 E. Erie St. Chicago 11; Superior 
7-9114; William L. Klein, p & exec prod; 
Herschel Lewis, exec d; Jack Major, d-film 
commercial div; Larry Wellington, creative 
musical d; Marilyn L. Friedel, nat d pr. 
Creators and producers of motion pictures 
for business & industry, spot announce- 
ments & musical jingles for radio and tele 
vision, package shows for television. 


Branch Offices: 

17 E. 45th St., N. ¥. 17; Oxford 7-0725; 
Herbert Rosen, eastern rep. 

425—13th St., N. W., Washington 4, D. C; 
Sterling 3-2951; Ken Buchanan, Washing- 
ton rep. 


United States Productions, Inc. 

5 East 57th St., N. Y. 22; Plaza 1-1710; 
Francis C. Thayer, p; Thomas H. Wolf, 
exec vp and treas; Rene Bras, sec. 
Producers of industrials, commercials, med- 
ical and theatrical films and programs. 
Branch Offices: 

116 Washington Ave., Albany, N. Y.; AL 
3-4827; Thomas G. Carroll. 

1714 Hundy, Houston 19; JA 2-6544; Bar- 
bara Attwell. 


UPA Pictures 

4440 Lakeside Dr., Burbank, Calif.; Thorn- 
wall 2-7171; Henry G. Saperstein, p; Hal 
Elias, studio m. 

Branch Office: 

527 Madison Ave., N. Y. 22; Plaza 2-3630. 
Animated and live action tv commercials: 
all types animated films for industry, sales 
promotion, tv entertainment and education. 


Van Praag Productions, Inc. 

1600 Broadway, N. Y. 19; Plaza 7-2687; 
William Van Praag, p; Marc S. Asch, 
exec vp; Frank Stephan, vp; Douglas J. 
Baker, vp; Hal Persons, a sup; Daniel 
Karotf, prodn m; Oscar Canstein, chf ed; 
Palumbo, bus m; Lois Gray, accounting. 
l6mm and 35mm, b&w and color motion 
pictures for commercial, industrial, edu- 
cational, promotional, documentary and 
theatrical presentation; slidefilms and dis- 
tribution. 

Branch Offices: 

2301 Dime Bldg., Detroit 26; Woodward 
2-4896; Andrew Pastula, gm. 

3143 Ponce de Leon Blvd., Coral Gables, 
Miami, Fla.; Highland 43191. 

6269 Selma, Hollywood, Calif.; Hollywood 
2-2341; J. Vallier, gm. 


Vavin, Inc. 

236 E. 46th St., N. Y. 17; Murray Hill 
2-4624; Richard de Rochemont, p chmn 
of bd; Gerald E. Weiler, exec vp; Joseph 
Stultz, vp; Ruth Teksmo, sec, asst treas. 
Production filmed tv commercials, indus- 
trial and public relations films domestically 
and abroad. 


Branch Office: 


72 Blvd. Raspail, Paris, VI, France; Littre 
99-61; Mme. Yvonne Oberlin, m. 


Versatile Television Productions, 
Inc. 

324 Broadway, Cape Girardeau, Mo.; Edge- 
water 5-8816 TWX: Cape Girardeau 968; 
Robert O. Hirsch, p; Blaine Baker, m. 
Live action and animated commercials, syn- 
dicated spots and industria] films. 


VHF inc. 


300 E. 46th St., N. Y. 17; Murray Hill 
7-4505; Ira G. DeLumen, p; John L. Kou- 
shouris, vp, optns; Richard R. Rector, .vp, 
prodn; Peter J. Smith, vp, special projects; 
Robert C. Troup, vp, sls. 

Tv programs, commercials, live, tape, Video- 
film, video tape; editing and mixing; 16- 
mm transfers tape-to-film; complete crea- 
tive production, and laboratory services. 


Videe Crafts, Inc.,(for tv) & 
Arthur Rankin Jr. Associates 
(for industry) 

116 E. 30th St., N. Y. 16; Oregon 9-6030; 
Arthur Rankin, Jr., p; Rene Mechin, 
sls m; Peter Turnquist, contact; Curt 
Iverson, art d. 

Animation, stop motion puppets, slidefilms; 
motion pictures; tv art. 


Branch Offices: 


1240 27th St., N. W., Washington, D. C; 
Barbara Freygang. 

13, 2-Chome Higashi Ginza, Chu-Ku, Tokyo, 
Japan, Kizo Nagashima. (Production of 
animated & stop motion puppet films in 
exclusive association with Japan Animation 
Producers Assn.) 


Video Recording Tape Center, Inc. 
721 N. Bronson Ave., Hollywood 38, Calif.; 
Hollywood 7-4137; Val Lindberg, fim m; 
Clair Higgins, tape m; Jack Mauck, d sls. 
Film & tape commercials. Mobile unit, 2 
VTR’s. Complete studio. 


Videotape Productions of New 
York, Inc. 

101 W. 67th St, N. Y.; TR 3-5800; 
Howard S. Meighan, p; John B. Lanigan, 
vp & gm; Charles Holden, prodn m; Her- 
bert W. Hobler, sls m; Donald R. Collins, 
chf engineer; William McCauley; Allan 
Wallace; Phillip McEneny; Thomas Tau- 
sig, prodn sls reps. 

Television Videotape commercials and pro- 
ductions. 


Video Tape Unlimited 


341 Madison Ave., N. Y. 17; Plaza 9-7667; 
Henry Alexander, p; Paul Jacobson, vp, 
sls. m. 

Complete mobil video tape unit for the 
production of commercials, programs, and 
all other types of taped productions; studio 
and closed circuit facilities. 


Video-View 
Div. of General Film Labs. 


1456 N. Argyle, Hollywood 28, Calif.; HO 
3-4179; HO 2-6171; Bradley Kemp, m. 
Video tape to film transfers. 









Vizcaya Productions, Inc. 
663 Wood Crest Rd., Miami 49, Fla.; EM 
1-2115, FR 42108; Van Hearn, exec prod. 
Full production, theatrical features. 


Vogue Film Productions, Inc. 
Bowman Field, Louisville 5; Glendale + 
3689; Hal Vinson, p. 

Production of 16mm motion pictures; slide 
films and slides; tv commercials; air- 


checks. 


Voicano Productions, Inc. 

1040 N. Las Palmas, Los Angeles 38; 
Hollywood 7-3111; James Bank, p. 

Tv film shows; tv film commercials; edu- 
cational and industiial shorts; package tv 
film shows. 


VPI Productions 

321 W. 44th St., N. Y. 36; Judson 2-8082: 
Edwin T. Kasper, p; George Tompkins, 
vp; Howard Linkoff, d sls; Sheldon Satin, 
prodn m; Leonard Hirschfield, d of photog- 
raphy; Howard Magwood, staff d; Karl 
Hueglin, scenic designer; Michael Cala- 
mari; sup edit. 

Tv film commercials; industrial films. 
Branch Office: 

1333 N. Michigan Ave., Chicago 1. 


Roger Wade Productions, Inc. 
16 W. 46th St, N. Y. 36; Circle 5-3040. 
Television commercials, animation and live 
action; complete art, animation, writing, 
ed.ting services; oxberry stand. 


Gene K. Walker Productions 

627 Commercial St., San Francisco 4; YU 
1-6410; Gene K. Walker, p; Claire Mc 
Namara, sec-treas; Roy Grandey, gm. 
Producer of industrial and educational films 
and public relations films for television. 


Washington Video Productions, 
Inc. 

24 F St., N. W., Washington 1, D. C.; Lin- 
coln 6-1300-1-2-3; George F. Johnston, p. 
Tv film shows; tv film commercials; edu- 
cational and industria] shorts; religious 
films; animation, b&w and color; package 
tv film shows; import film; full facilities. 


Louis Weiss & Co. 

655 N. Fairfax Ave., Los Angeles 36; Olive 
3-5350; Adrian Weiss. 

Tv film shows; tv film commercials; sound- 
ies; educational and industrial shorts; re 
ligious films; package tv film shows; syn- 
dicate tv film; export and import film. 


Wilding Inc. 

1345 Argyle St., Chicago 40; Broadway 
5-1200; C. H. Bradfield Jr., chmn bd; 
H. Williams Hanmer, p; Clint Hatcher, 
vp finance; Leon Kreger, vp creative serv- 
ices; Joe Morton, prodn m; Bob Mayberry, 
m Wilding Tv. 

Branch Offices: 

405 Park Ave., N. Y.; Plaza 9-0854; Bill 
Uskali, m. 

4925 Cadieux Rd., Detroit; Tuxedo 2-3740; 
Gordon Miller, vp. 

1345 Argyle St., Chicago; Cliff Weake, vp. 
1010 Euclid Ave., Cleveland; Tower 1- 
6440; L. T. Young, vp. 

109 Stevenson St., San Francisco; Douglas 
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Ralph Dawson, Manager of the Commercial Videotape Depart- 
ment at WXYZ-TV’s Broadcast House, has the space race won. 
With 110 acres immediately adjacent to completely equipped 
studios he can accommodate the most exacting agency and client. 
Rural backgrounds, rivers, woods, colonial buildings, winding drives 
—even a golf green are within camera range of master control. 


But space isn’t even half the story of WXYZ-TV’s taping facilities. 
Creativity, mobility, technical know-how and a convenient location 
contribute to the desirability of using tape—but insisting on the 
quality available only at Broadcast House. 

Happy users of network, regional and local commercials taped 
at Broadcast House include Chevrolet, Corvair, Dow Chemical, 
Schick, Firestone, Diamond Crystal Salt, Plymouth, Dodge, Lincoln- 
Mercury, Strohs, Colgate-Palmolive and many others. 

Why not call, wire or write Ralph today? 


WXYZ-TV 20777 W. 10 MILE RD., DETROIT 19, KENWOOD 4-7000 
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2-7789; Dave Butler, vp. 

832 N. Lillian Way, Hollywood, Calif.; 
Hollywood 9-5338. 

617 Vine St., Cincinnati; Garfield 1-0477; 
Bill Gaughan, m. 


WCD, Inc. 

1600 Broadway, N. Y. 19: Circle 7-1600; 
Robert Carlisle, p; Tom Dunphy, exec vp 
chg of prodn; Jack Lemmon, vp chg sls; 
Walter Kullberg, sec-treas; John Affriol, 
prodn m., 

West Coast Office: 

780 N. Gower St., Hollywood 38, Calif.; 
HO 3-3113; Robert Carlisle, Jr., sup. 
Motion picture production in all phases; 
documentary, training, sls. promotion, pub- 
lic relations and tv commercials. 


Willard Pictures, Inc. 

45 W. 45th St., N. Y. 36; Judson 2-0430; 
John M. Squiers Jr., p; Samuel A. Scrib- 
ner, vp; Richard T. Kennedy, creative serv- 
ices. 

Commercials, syndicated spots and indus- 
trial films. 

Tv live and film shows; live and film com- 
mercials; package tv live and film shows; 
tv scripts. 


Frank Willard Productions 

1842 Briarwood Rd., N.E., Atlanta 6; ME 
4-2433; Frank H. Willard Jr., 0; Charlie 
Cannon, prodn m; William C. Carter, sales- 
man; Murray Patton, cameraman; Johnson 
A. Duncan, ed; Bettie O’Shields, sec. 
Producers of television spot films and in- 
dustrial films in l6mm-and 35mm. Facili- 
ties include air conditioned sound stage 
with. overhead lighting; three air condi- 
tioned editing rooms and animation.room. 
ll-channel audio input sound system; 
three-channel selsyn interlocked dubbers 
and 16mm projector; Ampex \4-inch re 
corder. Music library. 


Aubrey Williams Advertising, Inc. 
923 Barracks St., New Orleans 16; Jackson 
5-2188; Aubrey Williams, p. 

Tv live & film shows; live & film commer- 
cials; package tv live & film shows; tv 
scripts. 


Williams & Hill Ltd. 

12 Shutter St., Toronto, Canada; 362-5931; 
Hal B. Williams, p; Richard H. Hill, vp; 
Heinz A. K. Drege, vp; Colin Smith, crea- 
tive d; Hans Klostermann, Gary Gray, 
prods; Ingeborg Gerike, photog d; Kenneth 
N. Craig, art d. 

Tv film commercials & film presentation, 
live action, animation titles, pictaflm & 
slides (b&w and color). 


Williams & Meyer Co. 

Prudential Plaza, Chicago 1; 922-3800; 
William S. Meyer. 

Slides and balops (telops) ; slide film com- - 
mercials. 


Winik Films Corp. 

1501 Broadway, N. Y. 36; LW 40540; 
Leslie Winik, p; Richard Winik, vp; 
E. Rosen, sec. 

Produce and distribute filmed tv series; 
produce industrial and documentary films. 
Branch Offices: 

611 N. Tillamook St., Portland, Oregon; 
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Atlantic 44255; Merriman Holtz, sls rep 
west coast. 

20 N. Wacker Drive, Chicago; Central 
6-8955; Al Levine, sls rep, midwest. 


Raphael G. Wolff Studios, Inc. 
1714 N. Wilton Pl., Hollywood 28, Calif.; 
Hollywood 7-6126. 

Commercials, syndicated spots and indus- 
trials. 


Wonderland Productions 

7934 Santa Monica Blvd., Hollywood 46, 
Calif.; Oldfield 48342; M. L. Bryan, exec 
prod. 

Animated and live-action tv film commer- 
cials, color industrial and public-relations 
motion pictures, government films, short 
subjects, feature films, 35mm and 16mm. 
Soundproof studio, complete equipment, 
permanent staff for all phases from script 
to screen. Staff pilots fly crews for location 
shooting anywhere in U. S. “Wondermo- 
tion” process for animating live actors. 


Carter Wright Enterprises 

6533 Hollywood Blvd., Hollywood 28, 
Calif.; Hollywood 9-0944; Carter Wright, o. 
Tv live and film shows; live and film com- 
mercials; music effects. 


Wurtele Film Productions 

P. O. Box 504, Orlando, Fla.; GA 2-9755; 
Harold S. Wurtele, o. 

Tv film commercials; industrial shorts; 
sound facilities & services. 


WXYZ-TV Commercial Videotape 
Division 

Broadcast House, 20777 W. Ten Mile Road, 
Southfield, Mich.; John F. Pival, p & gm; 
Ralph Dawson, m vtr div. 

110 acre facility, 3 studios—40’x60’, 120’ 
master control room, 2 Ampex B machines, 
editing & splicing equipment, mobile facil- 
ities, 16 and 25mm chains in telecine. 
Station specializes in film and videotape 
production and closed circuit. 


Wylde Films, Inc. 

155 E. 24th St. N. Y. 10; Murray Hill 
5-1000; Fred Levinson, p; Robert B. Bean, 
exec vp; Joseph C. Bernstein, senior vp; 
Calhoun McKean, vp; Al Calif no, prodn 
m; Laurence Untermeyer, exec rod &. pr. 
Tv commercials—live action & imation; 
tv programs; industrial shows; les train- 
ing, motion pictures and film {..ps. 


Marvin Young Assoc. 

4432 Farmdale Ave., N. Hollywood, Calif., 
Poplar 3-5347; Marvin Young, Ad assoc. 
Representing eastern ad agencies in coast 
tv activities, including supervising produc- 
tion of programs & commercials. 


Zapel Studios, Inc. 

615 N. Wabash Ave., Chicago; Superior 
7-2755; Owen A. Zapél, p. 

Tv film commercials; animations, b&w and 
color; slide film. 


Ziv-United Artists, Inc. 
7324 Santa Monica Blvd. Hollywood, 


Calif.; Oldfield 42800; Maurice Unger, 
exec vp chg prodn. 

Commercials and syndicated spots; net- 
work & syndicated film programs. 


Seymour Zweibel Productions, Inc. 
ll E. 44th St., N. Y. 17; Murray Hill 
2-4450; Seymour Zweibel, p. 

Industrial & educational films (lease or 
loan); slides and balops (telops); slide 
film commercials. 


Abbreviations 
Abbreviations commonly used in the 
foregoing listing include: a: account; 
ae: account executive; anima: anima- 
tion; assoc: associate; asst: assistant; 
bd: board; b&w: black-and-white; 
bus: business; chf: chief; chg: 
charge; chmn: chairman; d: direc- 
tor; div: division; dulpmnt: develop- 
ment; ed: editor; eng: engineer; gm: 
general manager; hd: head; m: man- 
ager; mus: musical; o: owner; off: 
office; optns: operations; p: presi- 
dent; pgm: program; pr: public re- 
lations; prod: producer; prodn: pro- 
duction; pt: partner; pub: publicity; 
rep: representative; res: resident; 
sec: secretary; serv: service; sls: 
sales; technel: technical; traff: traffic; 
treas: treasurer; vp: vice president. 
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a Du Pont Motion Picture Film 

The sound, the image, the emotion— 
each is accurately caught on a 

Du Pont film. High contrast or low, 
negative or reversal, there’s a 

Du Pont entulsion that is compounded 
and balanced tay give you consistently 


predictable results. 


If you record data, strike, 
release prints, duplicaté original, 


reproduce sound or use movie film 


For every step... 


in any other way, you'll find that 
Du Pont has tailored an emulsion 
especially for you. These films, such 
as “Superior”’® 2 and 4 

negative taking stocks, type 908 
fine grain duplicating negative, 

TV recording film type 834 or 
“Cronar”® aerial films— 

and technical data on them— 

are readily available from any of the 


Du Pont sales offices shown. 


ATLANTA 18, GA., 1737 Ellsworth Ind. Dr., N. W. 
CHICAGO 46, ILL., 4560 Touhy Ave., 

Edgebrook Station 
CLEVELAND 16, OHIO, 20575 Center Ridge Road 
DALLAS 7, TEXAS, 1628 Oak Lawn Ave. 
LOS ANGELES 38, CALIF., 7051 Santa Monica Bivd. 
NEW YORK 11, N. Y., 248 West 18th St. 
WALTHAM 54, MASS., 45-4th Ave. (Boston) 
WYNNEWOOD, PA., 308 E. Lancaster Ave. (Phila.) 
EXPORT, Nemours Bidg., Wilmington 98, Del. 
IN CANADA, Du Pont of Canada, Ltd., Toronto 


Better Things for Better Living 
... through Chemistry 
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Directory of 
supply and service 


companies 








(The following list includes all supply and service com- _ gories. Titlés“are listed as indicated by the companies on 
panies in the major production centers which operate in questionnaires supplied by TELEVISION AGE. Firms are listed 
the television commercials field. They are grouped by cate- under each group in alphabetical order.) 








COSTUMING: 
GLORIA ANDERSON (STYLIST) 
Is, os i din de Os 6440 606s bee EAS page 81 M498 K. Feltfes Ave, W. Uellywoed 46, 
NE I ek ceca ncak RRR AE ES 81 Gloria Anderson. 
2 © € MAX BERMAN & SONS, INC. 
Equipment and Supplies ...............+++++- 82 8330 Santa Monica Blvd. Hollyweed 46, 
SR Mg ota ce te oa & wb oik.o » 0/68 ee 84 ot ert 
ss ™ v an. 
Film Raw and Print Stock ............2..:00:% 85 BROOKS COSTUME CO, 
Film Repairs and Restoration ................. 85 a ee 
Film Storage and Distribution ................ 85 pg 
i Ce Ce a. 6 an clde kh oa a OE ee ae 86 Felipe Fiocea. 
I 86 Branch Office: 
Se ee ee ee PE ae S'& tikes Mich. Ren deme @0 
I 6 -c\a te aise nk 86 Gem Gutterman, mer. 
a ee ee eee a HOLLYWOOD FANCY FEATHER CO. 
Music Libraries and Sound Effects ............. 86 512 S. Broadway, Los Angeles 13, MA 5-8453 
. 86 J. Weinstein, o. 
Optical Effects i MANHATTAN COSTUME CO., INC. 
ee eT Ce eee ee 88 ace ty . a dapadt ellie - 
atk, » ae kas x» 246 plea swale 88 MEYERS COSTUME 
. 1729 N. Highland, Hellywood, HO 2-9605, 
NY 5 ee aah a So 64 ed ke 69'S 88 5.4800 
2 2 2 Michael D. Meyers. 
_ Construction and Scenic Supplies ........... 4 aren te E 
SE ah aie 6 aos SEEN 9 oe ees Pi ws « 1037 S. Los Angeles St., Los Angeles 15, RI 
. 9-8243. . 
I rei, Ce cca a taies a's ge a oo a bee Wot 89 VARIETY COSTUME, INC. ’ 
ok s,s kn ve db eee ah 91 ee ee oe Cee 
I MI, GAS 4 #0 «5 5 ncn Seibert 4 91 WESTERN COSTUME CO. 
Talent 91 — Ave., Hollywood 38, HO 9-145! 
2 Soe Oh OO 6 6 OR EO Oe) 4 OOS 42498 SS SG 4 Oe 4 solden, Pp. 
ce ~ re a Sse ww 6 6 oe Mae 6s On abd BAe 6.8% a4 EDITING SERVICES: 
ee IED: «60.5 + 0's ke Se cil bear Bee eee 2 piceiilitas iain telat tia 
723 Seventh Ave., N. Y. 19, JU 6-3057 
Jerry Forman, Martin Andrews, vps. 











December 25, 1961, Television Age 8] 








Producers of 
10-second Spots or 


Color Spectaculars 





Academy Award winners and 
young producers who will be big 
names tomorrow know that only 
at CECO can you get the wide 
range of photographic equipment 
to catch every nuance of a script 
and make it come alive on film ® 
Only at CECO can you get profes- 
sional consultation FREE from 
men who have devoted their lives 
to this business ® CECO’s rental 
rates let you bring your film in 
without straining your budget ® 
You will like the friendly welcome 
that awaits you ® Drop in today, 
won’t you? 


EQuiPMENT 
AvARILABLE 
FoR, 
RENTAL 


Cameras: 16mm & 35mm 

Lights: Arc & Ymcandescent 

Generators: Truck or Trailer mounted 

Editing Equipment: Moviolas, Synchronizers, 
Rewinds, Splicers 

Processing Equipment: 16mm & 35mm B&W 
or Color 

Grip Equipment 

Closed Circuit TV © Dollies, Cranes 

Sound: Optical & Magnetic 16mm & 35mm 


FRANK C. ZUCKER 


GAmeRR EQuipment O.,INC. 


Dept.C,315 W. 43rd St., N. Y. 36, N. Y. 
JUdson 6-1420 
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ANI-LIVE FILM SERVICE, INC, 

45 W. 45th St., N. Y¥. 36, CI 7-1268 

Bernice Steinberg, p; Sidney Cooper, sec treas, 

BEHREND CINE CORP.—BEHREND CINE 
RENTAL CORP. 

161 E. Grand Ave., Chicago 11, MI 2-2281 

Jack Behrend, p. 

BYRON MOTION PICTURES, INC. 

1226 Wisconsin Ave., N. W., Washington 7, 
FE 3-4000 

Byron Roudabush, p. 

EAST COAST PRODUCTION, 
TECHNICAL SERV., INC. 
45 W. 45th St., N. Y. 36, CI 6-2145-6 

Joe Josephson, p. 

FILM EDITING CO. 

6 E. 46th St., N. ¥. 17, OX 7-4439 

Anthony Ciccolini, p. 

J. F. FILM AND SOUND SERVICE 

45 W. 45th St., N. Y. 36, CI 6-4030 

Josef Filipowie, p. 

BRADLEY KEMP 

Precision Film Recording Service 

5746 Sunset Blvd., Hollywood 28, 
HO 6-5254 

Bradley Kemp, mgr; Pat Barker, sls; Jay Hathaway, 

recording engr. 

KENCO FILMS, INC. 

621 W. S4th St., N. ¥. 19, PL 7-8466 

Ken Cofod, p. 

KOSTER FILM FACILITIES, INC. 

1017 New Jersey Ave., S. E., 
LI 4-4410 

William Koster, p. 

MOVIELAB FILM LABS, INC. 

619 W. S4th St., N. ¥. 19, JU 6-0360 

Saul Jeffee, p; Ben Bloom, yp sls. 

NEW YORK STUDIOS, INC. 

354 W. 45th St., N. Y. 36, PL 7-2271 

J. Lencina. 

FIMA NOVECK PRODUCTIONS 

619 W. S4th St., N. Y. 19, PL 7-3138 

Fima Noveck. 

DAVID POLLACK 

630 Ninth Ave., N. Y., 36, CI 5-2130 

David Pollack. 

POST-PRODUCTIONS, INC, 

Samuel Goldwyn Studios 

1041 N. Formosa Ave., Hollywood 46, Calif., 
HO 3-2138, HO 9-6161 

Peter Zinner, p; Kurt Herrnfeld, vp. 

PREFERRED FILM SERVICE, INC. 

2 W. 45th St., N. ¥. 36, MU 2-0331 

Philip Larschan, p. 

PROJECTED FILM EDITING SERVICE, INC. 

1600 Broadway, N. Y. 19, LT 1-1030 

Bert Feldman, p; Dick Cohen, sec. 

ROSS-GAFFNEY, INC. 

21 W. 46th St., N. Y. 36, JU 2-3744 

James Gaffney, vp. 

DANNY ROUZER STUDIO 

7022 Melrose Ave., Hollywood 38, WE 6-2494 

Danny Rouzer, 0. 

STAHL EDITING & TITLING SERVICE 

33 W. 42nd St., N. ¥. 36, PE 6-9517 

Miss W. B. Stahl. 

TECHNICAL PRODUCTION SERVICES 

245 W. SSth St., N. ¥. 19, JU 6-7296 

Dan Nemeth. 

TELE-CRAFT FILM EDITING SERVICE, INC. 

630 Ninth Ave., N. Y. 36, CI 5-4909 

Max Seligman. 


EDITORIAL & 


Calif., 


Washington 3, 


| 
| 


UNIVERSAL RECORDERS 
6757 Hollywood Blvd., Hollyweed, HO 9-8282 
Arnold Daly, sis mgr. 


EQUIPMENT & SUPPLIES: 


ANIMATION EQUIPMENT CORP. 

38 Hudson St., New Rochelle, N. ¥., NE 6-8138 

John Oxberry, p; A, Kip Livingston, exec vp; Ed 

Willette, sls mgr. 

ANIMATION PHOTOGRAPHY SERVICE 

1550 Crossroads of the World, Hollywood 28, 
HO 4-4321 

Tom Cross, mgr. 

ANIMATION STAND, INC. 

2 W. 46th St., N. Y¥. 36, JU 6-2228 

Ed Wyckoff. 

BACH AURICON, INC (CAMERA & TAPE) 

983 N. Mansfield, Hollywood 38 

Walter Bach, p; J. Somers, vp sis. 

E. J. BARNES & CO., INC. (PROJECTION) 

480 Lexington Ave., N. Y., YU 6-8400 

E. J. Barnes 

BEHREND CINE CORP. — BEHREND CINE 
RENTAL CORP. 

161 E. Grand Ave., Chicago 11, MI 2-2281 

Jack Behrend, p. 

BIRNS & SAWYER CINE EQUIPMENT CO. 

6424 Santa Monica Bvd., Hollywood 38, HO 
4-5166 

Jack Birns, p; Marvin Stern, rental mgr. 


S. W. CALDWELL, LTD. 
447 Jarvis St., Toronto, Ont., WA 2-2103 
Sydney Banks, vp prodn. 


CAMERA EQUIPMENT CO., INC. (RENTAL & 
SALES) 

315 W. 43rd St., N. Y. 36, JU 6-1420 

Eugene H. Levy, ¢ mer. 


THE CAMERA MART, INC. 

1845 Broadway, N. Y. 23, PL 17-6977 

H. V. Browning, p; A. Browning, sec-treas; P. Meis- 
trich, ady; Samuel Hyman, mgr. 


CAMERA SERVICE CENTER 
333 W. S2nd St., N. ¥. 19, PL 7-0906 
Al Nathenson, sls mgr. 


CHAPMAN STUDIO EQUIPMENT CO. 


12950 Raymer St., N. Hollyweod, TR 77-5309 








pps 


COMPLETE 


FILM EDITING SERVICE 


“SERVICE WHEN YOU NEED IT” 
COMM’LS © FEATURES © FOREIGN DUBBING 
SAMUEL GOLDWYN STUDIOS 


1041 North Formosa Avenue 
Hollywood 46, California 


HO 3-2138 HO 9-6161 











CAMART DUAL 
SOUND EDITOR 


Model SB-111 


Complete with optical sound re- 
production head (or choice of 

gneti dhead) base plate, 
amplifier-speaker. For single or 
double system sound. An unbeat- 
able combination with Zeiss 
Moviscop 16mm precision viewer, 
sharp brilliant 2% x 3% picture. 


The Camera Mart, Inc. 


1845 Broadway New York 23, N. Y. 
Plaza 7-6977 











Zeiss Moviscop Viewer $89.50 
Camart Dual Reader $195.00 
Comb. Viewer Reader $269.50 














Leonard Chapman, rental sup. 


282 CINEBOX, INC. 

Film Sound Projector 

230 Fifth Ave., N. Y., LE 2-1980 
Don Twomey, p. 


CINE 60 MOTION PICTURE EQUIPMENT | 


FOR THE BEST IN 
ANIMATION EQUIPMENT 


Anything From a Peg Bar to an Anima- 










8138 Pout —— alia ihe ; tion Stand—OXBERRY can completely 
p; Ed JOHN P. FILBERT CO., INC. equip an Industrial or Educational 
2007 S. Vermont Ave., Los Angeles 7, 5 Photographic Department. 
RE 4-1195 s 
| 28, Spero I. Kontos, sls mgr = OXBERRY — World renowned for 


FLORMAN & BABB, INC. (RENTAL & SALES) 
68 W. 45th St., N. ¥Y. 36, MU 2-2928 

Arthur Florman, p; Charles Lipow, asst ¢ mgr. 
JACK A. FROST 

234 Piquette, Detroit 2, Mich., TR 3-8030 


Branch Office: IMA D 2 : 
6 Shawbridge, Toronto, Canada, BE 2-1145 — ars. ¥, 30 WUECGN St. 


GORDON ENTERPRISES (LIGHTING) ew ROCHEUE, WN. Y. 


) =, N. Cahuenga Blvd., N. Hollywood, NEW ANIMATION “UNISTAND” SERIES PRICED FROM $1390. 
6-3725 


K. P. Knipe, sls mgr. | 

CINE GRIP-RITE RENTALS | 

140 N. Victory Bilvd., Burbank, Calif., 
VI 9-1614 

Alex K. Hume, o. 

HARWALD CO., INC. (CAMERA) “4 

10 1245 Chicago Ave., Evanston, Ill., DA 8-7070 The finest in 


Sam Caldwell, east & central mgr; Ray Short, west 


masayween CAMERA EXCHANGE MOTION PICTURE 
eT tt ae EQUIPMENT 


Clifton Thomas, p. 


AL & HOLLYWOOD FILM CO. (EDITING) and 
956 Seward St., Hollywood 38, HO 2-3284 


Warren Strang, sis mgr. ACCESSORIES eee 


Branch Office: ° ° 
524 W. 43rd St., N. ¥. 36, LO 3-1546 calls for the finest in 


Sheldon Kaplan, mgr. 
Meis- HOLLYWODD SCENE DOCK (GRIP) 


6474 Santa Monica Blvd., Hollywood, HO 6-6135 
K. D. Clardy, p. 
HYTEN CO. (SOUND) 


1008 W. Oak St., Burbank, Calif., VI 9-6237 ¢ re 
Gordon Edwards, eng mgr. Our shelves are loaded with a variety of hard-to-get 


- KLIECL BROS. LIGHTING items... available for “spot” delivery... 
321 W. 50th St., N. Y. 19, CO 5-0130 


y oes ZOOM 
a LLOYD’S CAMERA EXCHANGE 
1 N. Cah lvd., H 
iS Ova: nie ganda LENS CORRELATOR 


Lloyd A. Berman, o. WITH FOLLOW FOCUS ATTACHMENT 


LOS ANGELES STAGE LIGHTING CO., LTD. 
2452 Venice Etvd., Lee Angsles 6, BU 4-196 The ZOOM LENS CORRELATOR 
is an instrument of flawless 


C. Chas Stevens, p. 
J. G. McALISTER, INC., (LIGHTING & CAM- quality. It accurately aligns the 
cross-line of the lens reticle with 


ERA DOLLIES) 
the cross-line of the camera to 


Animation Stands and Optical Printers. 
For Further Information Write To: 


THE ANIMATION EQUIPMENT CORPORATION 


Master Series 


SLIDE-FILMSTRip 
FS-4300 

















P. O. Bex 38368, 1117 N. McCadden PI., 
Hollywood 38, HO 3-3253 


NG W. A. Klinger, sls mgr. assure precise zoom shots. Dis- 
Rental Office: placement of the center frame 
. 5420 Sierra Vista, Hollywood 38, HO 9-5317 


is impossible when zooming 
from wide-angle to telephoto 
position. A large selector knob 


lL. M. (Slats) Combs, sls mgr. 


METROPOLITAN ELECTRIC MFG. CO. (LIGHT- 
ING & LIGHTING CONTROL) 





161 ' . ; ect 
ane Se ae ee with calibrated built-in focal 
oad MITCHELL-VINTEN, INC. (CRANES & TRIPODS) length distances controls zoom 
— 521 Fifth Ave., N. Y. 17, OX 7-0227 smoothness, and permits the 
Charles Austin, tech rep. operator to predetermine zoom 
pg ye a ase. oe by selecting and locking-off 

ee 2 focal length distances. 


J. D. McCall, p. 


MOVIOLA MFG. CO. (EDITING & DOLLIES) 
1451 Gordon St., Hollywood, HO 7-3178 
George Kendall, sls mgr. 


NATIONAL CINE EQUIPMENT, INC. 


Renting from Camera Service costs less. No waste calls . . . no 
promises of delivery but performance. All this adds up to a saving 
n time and money. Our motion picture and TV equipment meet 
209 W. 48th St., N. Y. 36, CI 6-0348-9 the highest standards of quality and precision . . . our wide 
John Clemens; E. G. Harwood. assortment is second to none . . . and meeting tight schedules 
NATURAL LIGHTING CORP. is our specialty. You get what you want when you want it. 

630 S. Flower St., Burbank, Calif., VI 9-5991 a eee ; 

Keith Covey, sls mer, 


PICLEAR INC. The next time you want that hard-to-find item—or any item—call PLaza 7-0906 


= a Ave., Marmaroneck, N. Y¥.. OW . . « you'll find our delivery tailored to your most urgent requirements. 


Richard Susrenberg, p. 


PICTRONICS CORP. or-V 1-1-7) 1 a4 Ol 0 O11) 


236E E. 46th St., N. ¥Y. 17, YU 6-3713 333 West 52nd Street « New York 19, N. Y. « PLaza 7-O906 
Marty Bahn; Howard Ryder; Clifford Van Praag. 



















Peele 
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The NEW 


AURICON 


All-Transistorized 
FILMAGNETIC 


PRO-600 


SPECIAL 





16mm. Sound-On-Film Camera 


Records either Optical or 
Magnetic Sound-Track 
> with Picture 


PLASTIC REEL & CORE CO., INC. 

520 Fifth Ave., N. ¥. 36, YU 6-8197 

Walter Elterman, vp 4s. 

PRECISION LABORATORIES DIV. OF 

PRECISION CINE EQUIPMENT CORP. 

928-930 E. Sist St., Brooklyn 3, N. Y., GL 1-1340 

Irwin R. Sheldon, p. 

PREVIEW THEATRE, INC. 

1600 Broadway, N. Y. 19, CI 6-0865 

William B. Gullette; Mort Hartung. 

Q-TV 

630 Ninth Ave., N. Y. 36, JU 6-6466 

Samuel Elgort. 

RELIANCE SERVICE CO. (REPAIR) 

236 W. SSth St., N. ¥Y. 19, JU 6-2347 

C. Nerwinski. 

CHARLES ROSS, INC. 

333 W. S2nd St., N. Y. 19, CI 6-5470 

William Lenhard; Esther Turner, sec-treas. 

STANCIL-HOFFMAN CORP. (SOUND) 

845 N. Highland Ave., Hollywood 
HO 4-7461 

William V. Stancil, p. 

Ss. 0. S. PHOTO-CINE-OPTICS, INC. (RENTAL 
& SALES) 

602 W. S2nd St., N. Y. 19, PL 7-0440 


38, 


BYRON MOTION PICTURES, INC. 

1226 Wisconsin Ave., N.W., Washingten 7, 
FE 3-4000 

Byron Roudabush, p. 

CANADIAN FILM INDUSTRIES CO., LTD. 

310 Lakeshore Rd., Toronte 14, Ont., 
5-2351 

Arthur Gottlieb, p. 

CINEQUE COLORFILM LABS (SLIDES & FILM 
STRIPS) 

424 E. 89th St., N. Y. 28, SA 2-5831 

Sam Marcus. 

CONSOLIDATED FILM INDUSTRIES - 

959 Seward St., Heywood 38, HO 9-1441 
2-0881 

Sidney P. Solow, vp & g mgr; Jack M. Goets, sls. 

CONSOLIDATED FILM INDUSTRIES DIV. OF 
REPUBLIC CORP. 

521 W. S7th St., N. ¥Y. 19, CI 6-0210 

Burton Stone, g mgr. 

CRE-ART PHOTO LABS, INC. 

1438 N. Gower, Hollywood 28, HO 2-5815 

Ed Saylan; Les Vaughn, foreman. 

CRITERION FILM LABS, INC. 

33 W. 60th St., N. ¥Y. 23, CO 5-2180 

Irving Schecter, sls mgr. 


cL 


| Lionel Habas. sls prom mer. DELUXE LABORATORIES, INC. 
| Branch Office: 850 10th Ave., N. Y. 19, CI 7-3220 
| 6331 Hollywood Bivd., Hollywood 2a, Irwin B. Freedman, asst to p. 
HO 7-2124 DU ART FILM LABORATORIES, INC.—TRI 


TELEPROMPTER CORP. (PROMPTING) 

311 W. 43rd St., N. Y. 36, JU 2-3800 

E. J. Spiro, d prodn serv. 

TELESCRIPT-CSP, INC. (PROMPTING) 

155 W. 72nd St., SU 7-8111 

Bob Swanson; Peter Jackson. 

TELEVISION ZOOMAR CO. (LENSES) 

SUPER UNIVERSAL & SUPER STUDIO ZOOMARS 

500 Fifth Ave., N. Y. 36, BR 9-5835 

Jack A. Pegler, Bill Pegler, sls mgrs. 

DON TWOMEY ASSOC., INC. 

Distr. of CINEBOX Film Sound Projector 

230 Fifth Ave., N. Y. 1, LE 2-1980 

Don Twomey, p; Arnold Morrison, vp; Peter Jones, 

adv mer. 

VISUAL ELECTRONICS CORP 

356 W. 40th St., N. Y. 18, PE 6-5840 

James B. Tharpe, p. 

WESTREX CORP. (SOUND) 

6601 Romaine St., Hollywood 38, HO 7-1171 

T. L. Jacobsen, sup. 

THE WHOLESALE SUPPLY CO. (CHEMICAL) 

6500 Santa Monica Bilvd., P. O. Box 38337, 
Vine St. Sta., HO 7-4194 

A. E. Cully, sls mgr. 


ART COLOR CORP. 

245 W. SSth St., N. Y. 19, PL 7-4580 

L. Feldman, vp sls. 

FILM EFFECTS OF HOLLYWOOD, INC. 

1153 N. Highland Ave., Hollywood 38, HO 
9-5808 

Linwood Dunn, p; Don Weed, g mgr. 

FILM LABORATORIES OF CANADA, LTD. 

310 Lakeshore Rd., Toronto 14, Ont., CL 5-2351 

Arthur Gottlieb, p 

FILM SERVICES, INC. 

113-19 W. Hubbard St., Chicago 10, 644-0735 

L. Hanchek, p. 

GENERAL FILM LABORATORIES 

1546 N. Argyle Ave., Hollywood 28, HO 2-6171 

Neal Keehn. vp chg sls. 

GUFFANTI FILM LABS 

630 Ninth Ave., N. Y. 36, LO 5-5530 

Paul Guffanti, p. 

HOLLYWOOD FILM ENTERPRISES, INC. 

6060 Sunset Blvd., Hollywood 28 

T. H. Emmett, sec. 

K & L COLOR SERVICE, INC. 

10 E. 46th St., N. ¥. 17, MU 7-2595 


. , Ken Lieb , sh . 
@ Newly developed Auricon Self Blimped ee, 
- ‘ KOSTER FILM FACILITIES, INC 
Super-Silent Synchronous Soundrive, de- FILM LABS: 1017 New Jeresy Ave. S. E., Washington 38, 
signed to meet the most exacting sound ACME FILM LABORATORIES, INC. LI 4-4410 
recording requirements. 1161 N. Highland Ave., Los Angeles, HO 4-7.171 William Koster, p. 
Mel Sawelson. LAB-TV 


Weighs only 24 Ibs. which is 30% less than 
the popular Pro-600, for easy portability, 
yet retains all the superb sound-recording 
features of heavier Auricon studio camera. 


Models available for both Magnetic and 
Optical single system recording. Can also 
be used for double system recording. 


New “All Weather" Amplifier, Model MA-11, 
performs perfectly under any climatic con- 
ditions—O° to 140°F.—at the freezing South 
Pole or broiling Sahara Desert, without af- 
fecting its temperature compensated 14 tran- 
sistor circuitry or frequency response of 50 
to 12,000 cycles. Weighs only 5 Ibs. 


Permanent internal rechargeable battery for 
complete portability, or A.C. operated when 
plugged into a 110 v. outlet. 


Film capacity is 400 feet, will also accom- 
modate 100-ft. and 200-ft. daylight loading 
spools of 16mm film. 


All Auricon Equipment is SOLD WITH A 
30-DAY MONEY-BACK GUARANTEE and a 
l-year Service Warranty. You must be 
satisfied! 


Write for brochure 


5.0.5.PHOTO-CINE -OPTICS, Inc. 


formerly $.0.S. CINEMA SUPPLY CORP. 


ARTA LABORATORY, INC. 

723 Seventh Ave., N. Y., JU 6-7496 

Harold Stroud, mgr. 

ASSOCIATED SCREEN INDUSTRIES, LTD. 

2000 Northeliffe Ave., Montreal, 
HU 4-1186 

James Weatherby. sls mgr. 

BEBELL & BEBELL COLOR LABORATORIES, 
INC, (SLIDES & FILM STRIPS) 

108 W. 24th St., N. ¥. 11, WA 4-8573 

Norman Lars Bebell, p. 


Que., 


723 Seventh Ave., N. Y. 19, JU 6-2293 

Ken Williams, lab mgr. 

MANHATTAN COLOR LABORATORY, INC. 
210 W. 65th St., N. ¥Y. 23, TR 3-1919 
Selwyn Robbins, p. 

MECCA FILM LABORATORIES 

630 Ninth Ave., N. Y. 36, CO 5-7676 
Walter Lynch. 

MODERNAGE PHOTOGRAPHIC SERVICE, INC. 
319 E. 44th St., N. Y. 17, LE 2-4051 

Len Spiegel, sis mgr. 





film strips 3K 
master negs. & duplicate prints 


from art, transparencies & negatives 





full eolor, b. & w., diazo-color 


slides * 


any size & style 
from art, transparencies & negatives 


WaAtkins 4-8573 


bebell « bebell 


COLOR LABORATORIES 


write. phone, wire 
ask for NEW * 
price list wall chart t-12 


OF COMPLETE PHOTO SERVICES 





color telops 
COMPOSITES (art, type, photos) * 


complete creative services 


108 W. 24th St., New York 11 


eee eeseeaeeeeee 





Dept. N, 602 W. 52nd St., N.Y. 19—PLaza 7-0440 
Western Branch: 6331 Hollywood Bivd., Holly'd, Calif. 


Cables: Labsbebell, N.¥. 
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MOVIELAB FILM LABS, INC. FILM RAW & PRINT STOCK: , so 


4 619 W. 54th St., N. ¥. 19, JU 6-0360 é a, 
° Saul Jeffee, p; Ben Bloom, vp sls. ALLIED FILM LIBRARIES ' 
NATIONAL CINE LABORATORIES =a ne APPS { 
~ ngs saa Rd., Hyattsville, Md., HA 2-4333 2496 NN. Beachwood Dr. Sellyweed 28, i 
~ HO 7-7715 
NATIONAL STUDIOS Gail Hamilton, libr. 
42 W. 48th St., N. ¥. 36, JU 2-1926 E. I. DUPONT DE NEMOURS & CO., INC. 
UM Sonny Rosenberg. 
Wilmington 98, Del. 
NORTHERN MOTION PICTURE LABORA. H. T. Harding, motion pic mgr. 
TORIES, LTD. Sich th ; 
10 Dell Park Ave., Toronto 19, Ont., RU 1-6603 wach Cfeme 





. 8. Clemson, sis mer. 4560 Touhy Ave., Chicago 46, OR 5-5500 
41, D. F. Jones. 










PHOTO LAB, INC, 7051 Santa Monica Blvd., Los Angeles 38, HO | 
sls. 3825 Georgia Ave., N. W., Washington, 9.5147 | , 
OF RA 6-2814 J. W. DuVall. 
Walter W. Hicks, p. 248 W. 18th St., N. ¥Y. 11, WA 4-3100 a 
PRECISION LABORATORIES DIV. OF J. T. Dougherty. 
PRECISION CINE EQUIPMENT CORP. DUPONT OF CANADA, LTD. ‘ REEL N EWS 
928-930 E. Sist St., Brooklyn 3, N. Y., GL 1-1340 85 Eglinton Ave., E., Toronto, Ont. 
Irwin R. Sheldon, p. K. H. Houtz. : 
RUSSELL-BARTON FILM CO. W. J. GERMAN, INC. FOR 
4853 Waller St., Jacksonville 5, Fla., EV 9-0331 Jane St., Fort Lee, N. J., LO 5-5978 | 
Donald E. Barton. 
Branch Offices: | 
SOUTHWEST FILM LABORATORY, INC, 6040 N. Pulaski Rd., Chicago 46, IR 8-4064 
3024 Ft. Worth Ave., Dallas 11, Tex., FE 1-8347 6677 Santa Monica Blvd. Hollywood 38, ° 
Jack A. Hopper, vp: Norman E. C. Naill, prodn serv "oO 4-6131 
RI bi-28 GEVAERT CO OF AMERICA, INC. 
SWIFT MOTION PICTURE LABORATORIES, 321 W. S4th St., N. Y. 19, JU 6-2770 
INC, E. J. Drexler, sls mgr. 






Certified Storage 
for 500,000,000 feet at 


1183 University Ave., N. Y. 52, CY 3-2400 
W. G. Snowden, p. 


10 TRANS-WORLD FILM LABORATORIES, LTD. FILM REPAIRS & RESTORATION: 
4824 Cote des Neiges Rd., Montreal 26, Que., 
RE 3.7181 BEKINS FILM SERVICE CTR. 
A. Prefontaine, g mer. 1025 N. Highland Ave., Hollywood 38, HO 9- 
51 UNITED FILM LABORATORIES, INC. ee 
















BEKINS 


N. C. Muskey, mgr. 


6314 Santa Monica Blvd., Hollywood 38, HO 
3-3350 FILMKARE PRODUCTS CO. (SUPPPLIES) 
35 G Brod : 446 W. 43rd St., N. Y. 36, LO 4-1886 , 
erald Brodersen, oping mer ey hy lla FILM SERVICE CENTER 
VIDEO FILM LABORATORIES q , 
350 W. SOth St., N. ¥- 19, JU 6-7196 NEW YORK HYPO & SILVER REFINING CO. aed . 


473 Scott Ave., Brooklyn 22, N. Y., ST 2-4988 


CINE MAGNETIC DIV. OF Mex Gllgef, part. 


FREDERICK F. WATSON, INC. 






202 E. 44th St., N. Y. 17, MU 2-2780 NICHOLSON PRODUCTS CO. (CLEANER & 
Allan A. Armour, asst to vp. PRESERVATIVE) ° 1 
3403 Cahuenga Blvd., Los Angeles 28, HO 7-1712 Easy access: 





J. B. Nicholson. e Complete records! 
PEERLESS FILM PROCESSING CORP. e ; 1 
165 W. 46th St., N. Y. 36, PL 7-3630 Prompt delivery anywhere! 
Raoul J. Menendez, vp chg sls; Stanley Cohen, vp optns 
Branch Office: 

959 Seward St., Hollywood 38, HO 7-9223 


S, Viewer C. Biupa, oo. Services provided include 
PERMAFILM, INC. aie v9 
723 Seventh Ave., N. Y. 19, CI 6-0130 Distribution 
Paul N. Robins, p. Inspection 
PERMAFILM OF CALIFORNIA, INC. ; : 
| 7264 Melrose Ave., Los Angeles 46, WE 3-8245 Grading & Cleaning 
| Sol J. Cohen, see-treas. Repairing & Rejuvenation 
RAPID FILM TECHNIQUE, INC. Scratch Removal 
37-02 27th St., L. I. City 1, N. ¥., ST 6-4600- Protective Coating 
1-2-3 i+; 
Jack Bernard, p. Editing ; 
ss earemnnes Goa. Commercial Insertion 


446 W. 43rd St., N. Y. 36, LO 4-1886 
| L. H. Pleek, p. 


Storage 


FILM STORAGE & DISTRIBUTION: 


AFP DISTRIBUTORS, INC. 
1600 Broadway, N. Y. 19, PL 7-5915 
Robert Gross, p. 


Call Bekins today 
for Certified Service! 











THE ONLY 
GUARANTEED 
WE TAKE THE WORRY OUT OF HURRY! my a phd E! 







BEKINS 
FILM SERVICE CENTER 





Service PDQ... same-day service . . . expert, Guasenient CAROWELS suena ixtwee ned, | 1025 N. Highland ° Hollywood 38 
efficient service... That's what you get with ot ates os cen Git Gat cote HO 9-8181 
NATIONAL on the job...your job. Slides ayy unusual low cost saves thousands | 
of film dollars for top-name clients—and precious 
(color & b/w)—Hot press—Flip cards—Telops— eee  enele qeetee. ory Sl Tae 
Crawls—ID file—Rp’s—Enlargements “The Film Doctors” & 
Write for Free brochure Rapid FILM TECHNIQUE, INC. 









ew Life For Old Film 
42 W. 48 St. « N.Y. 36 © JU 2-1926 | Long Life For New Film” 











> NATIONAL STUDIOS 37-02 27th St. Long Island City 1, N. Y. 
Sw) 


— 
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ASSOCIATION FILMS, INC. 

347 Madison Ave., N. Y. 17, MU 5-2242 

Robert Finehout, vp. 

BEKINS FILM SERVICE CTR. 

1025 N. Highland Ave., Hollywood 38, HO 9- 
8181 

N. C. Muskey, mgr. 

BONDED TV FILM SERVICE 

630 Ninth Ave., N. Y. 36, JU 6-1030 

Wade Barnes, vp chg sls. 

Branch Offices: 

160 E. Illinois, Chicago 

8290 Santa Monica Blvd., Los Angeles 46, Cal. 

443 Jarvis St., Toronto, Ont. 

EAST COAST PRODUCTION, 
TECHNICAL SERV., INC. 

45 W. 45th St., N. Y¥. 36, CI 6-2145-6 

Joe Josephson, p. 

KENCO FILMS, INC. 

621 W. S4th St., N. Y. 19, PL 7-8466 

Ken Cofod, p. 

MODERN TELESERVICE, INC. 

219 E. 44th St., N. Y. 17, OX 7-2753 

J. R. Ritenour, p. 

MOVIELAB FILM LABS, INC. 

619 W. S4th St., N. Y. 19, JU 6-0360 

Saul Jeffee, p; Ben Bloom, vp sls. 

PAUL’S FILM SERVICE 

10th Fl., 521 W. S7th St., N. ¥. 19, JU 2-5131 

Paul Polishuk, o. 

PEERLESS FILM PROCESSING CORP. 

165 W. 46th ST., N. Y. 36, PL 7-3630 

Raoul J. Menendez, yp chg sls; Stanley Cohen, yp optns. 

Branch Office: 

959 Seward St., Hollywood 38, HO 7-9223 

Victor C. Krupa, vp. 

SPONSORS FILM SERVICE 

421 W. S4th St., N. Y. 19, PL 7-2125 

JOHN CG. STRATFORD FILM CORP. 

250 W. Sith St., N. Y. 19, JU 6-7390 

John G. Stratford, p. 

SWIFT MOTION PICTURE LABORATORIES, 
INC, 

1183 University Ave., N. Y. 52, CY 3-2400 

W. G. Snowden, p. 

TAPE-FILMS, INC. 

621 W. S4th St., N. ¥. 19, PL 7-8466 

Roy C. Lindau, sis mgr. 


EDITORIAL & 








THE LARGEST 
QUALITY 


MUSIC LIBRARY 





Sources in over 100 
cities from coast to 
coast. Write or wire 
for source nearest you. 






CAPITOL RECORDS— 

LIBRARY SERVICES 

Hollywood & Yine 
er 28 cat. 











TELEPRINT, INC. 

630 Ninth Ave., N. Y. 36, PL 7-8936 

Russ Kone, mgr. 

TRIM TELEFILM SERVICE CORP. 

619 W. S4th St., N. ¥. 19, CO 5-4011 
Denny De Sio, p; Mary Johnson, vp. 

VIDEO VIEW, ENC. 

1617 N. El Centro, Hollywood 28, HO 3-4179 
Howard Little, o; Harvey Haas, g mgr. 


GUILDS & UNIONS: 


AMERICAN GUILD OF MUSICAL ARTISTS 
(AFL-CIO) 

1841 Broadway, N. Y. 23, 

Hy Faine, natl exec sec. 

DIRECTORS GUILD OF AMERICA, INC. 

59 E. 54th St., N. Y. 22, PL 9-2542 

Newman H. Burnett, exec sec. 

Branch Office: 

7950 Sunset Blvd., Hollywood 46, OL 6-1220 

Joseph C. Youngerman, nat] exec sec. 

NABET, LOCAL #531 AFL-CIO, CLC 

6223 Selma, Hollywood, HO 5-9102 

E. Martin, p; Syd Rose, regional d. 


INSURANCE: 


JEROME J. COHEN, INC. 

225 W. 34th St., N. Y. 1, CH 4-3127 
Jerry Cohen; Ron Cohen. 

SAUL KORNREICH & SONS, INC. 

116 John St., N. Y. 38, BE 3-3973 
Matthew R. Kornreich. 


CO 5-3687 


MAKE-UP: 


VINCENT J-R KEHOE ENTERPRISES 

115 E. 78th St., N. YY. 21, RE 7-0485 
MEHRON, INC. 

150 W. 46th St., N. Y. 36, CO 5-4496 
MERCURY SUPPLY CO. 

337 S. Western Ave., Los Angeles 5, DU 3-1321 
Edward Nave; Sig Frends. 


MUSIC LIBRARIES & SOUND 
EFFECTS: 


ALLIED FILM LIBRARIES 
(Under supervision of Sherman Grinberg 
Film Libr.) 

1426 N. Beachwood Dr., 
HO 7-7715 

Gail Hamilton, libr. 

AUDIO EFFECTS CO. 

1600 N. Western Ave., Los Angeles 27, 
HO 9-3692 

Rod Sutton, Budd Tollefson, Austin Beck, Wayne Ken- 

worthy, parts. 


CAPITOL RECORDS—LIBRARY SERVICES 

Hollywood & Vine, Hollywood, HO 2-6252 

William Loose, sup. 

CORELLI-JACOBS FILM MUSIC, INC. 

723 Seventh Ave., N. Y. 19, JU 6-6673 

Fred Jacobs, p. 

FILM EFFECTS OF HOLLYWOOD, INC. 

1153 N. Highland Ave., Les Angeles 38, HO 9- 
5808 

Linwood Dunn, p; Don Weed, ¢ mgr. 

FILMSOUNDS, INC. 

128 E. 4ist St., N. ¥. 17, TN 7-0330 

Norman Kasow. 

J. F. FILM AND SOUND SERVICE 

45 W. 45th St., N. Y. 36, CI 6-4030 

Josef F!'‘powic, p. 

FLORMAN & BABB INC, 

68 W. 45 St., N. Y. 36, MU 2-2928 

MUSIFEX, INC. 

45 W. 45th St., N. Y. 36, Cl 6-4061 

E. Robert Velazco. 

MUSIC FOR FILMS, INC. 

33 W. 60th St. N. Y. 23, CI 7-3577 


Hellywood 28, 


Lou Turchen; Hy Fuchs. 

PICTURE SCORES, INC. 

115 W. 45th St., N. ¥. 36, JU 6-1845/6 
Harry D. Glass, p. 

ROSS-GAFFNEY, INC. 

45 W. 45th St., N. ¥. 36, JU 2-3744 
James Gaffney, vp. 

SOUND ACTUALITIES, INC., DIV. OF 
GOTHAM RECORDING CORP. 

2 West 45th St., N. ¥. 36., JU 6-5571 
Herbert M. Moss, d; Robert T. Franklin, d. 
THOMAS J. VALENTINO, INC, 

150 W. 46th St., N. Y. 36, CI 6-4675 
T. J. Valentino. 


OPTICAL EFFECTS: 


AMERICAN TELEVISION ENTERPRISES 

7324 Santa Monica Blvd., Los Angeles, OL 
4-9370 

K. B. Urheim, prodn mgr. 

HOWARD A. ANDERSON CO. 

751 N. Fairfax Ave., Los Angeles, OL 3-4880 

Howard Anderson Jr. 

ANIMATION CAMERA SERVICE 

6331 Homewood Ave., Hollywood 28 
HO 5-7023 HO 5-4013 

ANI-LIVE FILM SERVICE, INC. 

45 W. 45th St., N. Y. 36, CI 7-1268 

Bernice Steinberg, p; Sidney Cooper, sec treas, 

ANIMATION STAND, INC, 

2 W. 46th St., N. Y. 36, JU 6-2228 

Ed Wyckoff. 

B & B ANIMATION, INC. 

210 E. 47th St., N. Y. 17, PL 2-3750 

Bill Hudson; Ben Farish. 

C&G FILM EFFECTS, INC. 

1600 Broadway, N. Y. 19, PL 7-2098/99 

Hugo A. Casolaro, p; Martin Gottlieb, sec-treas. 

CINEFFECTS, INC. 

11S W. 45th St., N. Y. 36, CI 6-0951 

Nathan Sobel, p; Isaac Hecht, treas. 

CINEMA RESEARCH CORP. 

716 N. LaBrea Ave., Hollywood 38, WE 3-9301 

H. A. Scheib, p. 

COASTAL FILM SERVICE INC. 

321 W. 44th St., N. Y. 36, JU 2-7780 

Manuel Casiano, p; Ray Seti, art d. 

CONSOLIDATED FILM INDUSTRIES 

959 Seward St., Hollywood 38, HO 9-1441, 
2-0881 

Sidney P. Solow, vp & g mgr; Jack M. Goetz, sls. 

EASTERN EFFECTS, INC. 

333 W. S2nd St., N. Y¥. 19, CI 5-5280 

Maurice Levy, p; Samuel Levy, vp; Max Levy, sls mgr. 

FILM OPTICALS, INC. 

421 W. S4th St., N. Y. 19, PL 7-7170 

Leon Levy. 

K & W FILM SERVICE CORP. 

1657 Broadway, N. Y. 19, CI 5-8080-1-2 

Ralph Koch, p. 

L & L ANIMATION, INC. 

16 W. 46th St., N. Y. 36, CI 5-7471 

Larry Lippman; Iry. Levine; Chris Grodewald. 

JOHN LEWIS FILM SERVICE, INC. 

619 W. S4th St., N. ¥. 19, JU 2-3922 

John H. Lewis, p. 

JACK LIEB PRODUCTIONS 

1230 W. Washington Bilvd., 
3-2600 

Jack H. Lieb, p; Warren H. Lieb, vp. 

RAY MERCER & CO. 

4241 Normal Ave., Los Angeles 29, NO 3-9331 

Ray Mercer, g part & mer. 

MODERN FILM EFFECTS 

7355 Santa Monica Blvd., Hollywood 46, HO 
3-2334 

Daniel Genis, Jack Kerrigan, parts. 

WM. L. NEMETH STUDIOS 

45 W. 45th St., N. Y. 36, CI 7-1676 

Wm. L. Nemeth, o. 

OP-TRIX, INC. 

48 W. 48th St., N. Y. 36, CI 6-4939 

Arthur Jacks, prodn sup. 

STUDIO FILM SERVICE 

7324 Santa Monica Bilvd., 


Chieage 7, CH 


Hollywood 46, 








JEROME J. COHEN, INC. 
(Jerry & Ron) 
225 West 34th St., New York I, N. Y. 
CH 4-3127-8 


MOTION PICTURE & TV INSURANCE 
SPECIALISTS 
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animation 


HO .-3658 
THE PRODUCER'S 
COMPLETE ART AND 
CAMERA SERVICE 


f Larry Lippman—Irv Levine 


16 West 46th St.. New York C15-7471 








VIDEO 

TAPE 

is the shape of 
QUALITY 

TV commercials 
TODAY! 


now editing’s easier than ever... 
on SCOTCH’ BRAND Live-Action Video Tape 


Fast-moving technological advances, and the growth of creative 
talent trained to “think tape” is fast making video tape editing 
a matter of routine! 

These recent editing developments have made “SCOTCH” BRAND 
Video Tape a really versatile medium for your commercials: 
The use of multiple cameras for instantaneous, on-the-spot 
editing . . . New improved, time-saving direct-cutting and splic- 
ing methods . . . Gen-lock mixing of film and tape, live and tape, 
etc. ... and scene-by-scene, out-of-sequence shooting and editing 
such as the film producer has long wished for. 

Other editing techniques permit one camera to shoot the whole 
commercial, scene by scene, in any order. Perfection of each 
scene is achieved, including the product “beauty shots” that 
require critical lighting and camera work. The best takes of all 
scenes are electronically edited onto “A” and “B” rolls. Rolls 
“SCOTCH” is a registered trademark of 3M Company. © 1961, 3M Co. 


are then played back for mixing onto a final composite tape, 
with titles, wipes, and optical transitions interposed. This brings 
a new measure of control to the making of the commercial. 
Difficult product shots can be stored for later use. Scenes can 
be lifted to make different versions. Scenes can be shortened or 
lengthened, transposed or eliminated. 

Today’s advances in editing make even more attractive the other 
advantages of video tape. Playback is immediate, mistakes are 
remedied at once by retake. The picture is “live” in quality. 
Special effects are created electronically—no lab work or wait- 
ing. Next TV storyboard comes along, send it to your local tape 
house for an analysis and bid that will surprise you. Send for 
the new FREE brochure, “Techniques of Editing Video Tape.” 
Minnesota Mining and Manufacturing Company, Box 3500, 
St. Paul 6, Minnesota. 


. 
PMitenesora [fimine ano [ffanuractunine company 
+++ WHERE RESEARCH 15 THE KEY TO TOMORROW 
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Levis DeWitt, p; 
Urheim, prodn mgr. 
TRI-PIX FILM SERVICE, INC. 

1604 Broadway, N. Y. 19, JU 2-0650 
Guy Varrichio, p. 

VIDEART, INC. 

480 Lexington Ave., N. Y. 17, MU 2-2363-4 
Joe Zuckerman, p. 


Bobert Kinoshita, wp; Kenneth 


ORIGINAL MUSIC: 


AD-STAFF, INC. 

9122 Sunset Blvd., Hollywood 46, BR 2-2671, 
CR 5-5219 

Helen Henricks, bus mgr. 

AGENCY RECORDING STUDIOS 

20 N. Wacker Dr., Chicago 6, CE 6-3632 

Jean G. Garamoni. 

BIEVER & STEIN PRODUCTIONS 

S27 Madison Ave., N. ¥. 22, PL 53-1147 

Curtis Biever, p; Lou Stein, sec-treas. 

JIMMIE CARROLL, INC. 

210 W. SSth St., N. Y. 19, CI 6-5967. 

RAY CONNIFF ENTERPRISES 

15022 Ventura Blvd., Sherman Oaks, Calif., 
ST 9-8101 

Cliff Broughton, gen mer. 

CORONADO PRODUCTIONS, INC. 

444 Madison Ave., N. Y. 22, MU 7-4515. 

CUMMINGS PRODUCTIONS, INC. 

3S W. S3rd St., N. Y. 19, PL 7-6452 

Ralph Waldo Cummings, p; A. Gilbert, off mgr. 

PHIL DAVIS MUSICAL ENTERPRISES, INC. 

59 E. S4th St., N. ¥Y. 22, MU 8-3950 

Phil Davis, p. 

GORDON M. DAY PRODUCTIONS 

1S W. 44th St., N. Y¥. 36, MU 2-5299 

Gordon M. Day. 

DOLPHIN PRODUCTIONS, INC. 

37 W. S7th St., N. Y. 19, PL 3-5892 

Allan Stanley, p; Roy Ross, creative d. 

FAILLACE PRODUCTIONS, INC. 

59 E. S4th St., N. Y. 22, EL 5-1752 

Tony Faillace, p; Len Mackenzie, vp & creative d; 

Chick Vincent, vp chg pgm; Bob Haggart, mus 4; 

Joan B. Zadig, sec. 

FORRELL, THOMAS & POLACK ASSOC., INC. 

1857 W. S7th St., N. Y. 19, CI 6-9131 

Gene Forrell, p; Richard M. Bradshaw, d sis. 








You get 
everything 
you need 
from the 
R/G 
music 
library! 


The finest in 
library music 
from a 
shepherds 
flute to a full 
symphony 
orchestra... 
from Basin 
Street to 
Beethoven 
... and with 
R/G’s special 
talents your 
selections can 
be edited to 
give that 
“original” 
score! 





Write, wire, or call 


ROSS-GAFFNEY inc. 
21 West 46 St., New York 36,N.Y. 
JUdson 2-8744 








CHUCK GOLDSTEIN PRODUCTIONS, INC. 

730 Fifth Ave. N. ¥. 19, JU 6-7477 

Chuck Goldstein, p; Norman Richards, creative d. 

HAP MUSIC, INC. 

Suite 1501, 200 W. 
Cl 6-5548 

Robin Page, sls mgr; Howard Plummer, creative d. 

RILEY JACKSON PRODUCTIONS 

6253 Hollywoed Blvd., Hollywood 28, HO 
3-2324 

Riley Jackson. 

JERRY JEROME PRODUCTIONS, INC. 

1 Smapdragon Lane, Roslyn Hts., N. Y., 
MA 1-4567-54 

Jerry Jerome, vp. 

JOHNSON JINGLES 

53 Greenway South, Forest Hills 75, 
BO 8-2822 

Margaret Johnson, Travis Johnson, parts. 

WILL LORIN PRODUCTIONS, INC. 

326 E. 43rd St., N. Y. 17, MU 7-1680 

Will Lorin, p.; Daniel Hollywood, sls. 

RICHARD MALTBY PRODUCTIONS, INC. 

Park Sheraton Hotel, Suite 267, N. Y. 19, 
co 5-0851 

Richard Maltby, p, 

MORRIS MAMORSKY 

56 W. 45th St., N. Y. 36, YU 6-1084 

Tommy Hamm, sis mgr. 

EDDY MANSON MUSIC PRODUCTION 

e/o Dell Peters, 521 Fifth Ave., N. Y. 17, 
MU 7-1750 

Dell Peters, mgr. 

MAY-LOO MUSIC 

4331 Petit Ave., Encino, Calif., HO 3-5509 

Billy May, Bill Loose, parts. 

MUSIC MAKERS, INC. 

6 W. S7th St., N. ¥. 19, CI 5-3737 

Mitch Leigh, p. 

MUSICAL TRADEMARKS, INC. 

135 W. S2nd St., N. Y. 19, JU 2-3820 

Jack Atherton, p. 

PICTURE SCORES, INC. 

11S W. 45th St., N. Y. 36, JU 6-1845/6 

Harry D. Glass, p. 

ROSS-GAFFNEY, INC. 

45 W. 45th St., N. Y. 36, JU 2-3744 

James Gaffney, vp. 

ROY ROSS ENTERPRISES 

37 W. S7th St., N. Y. 19, MU 8-6522 

R. T. S. PRODUCTIONS, INC. 

2 W. 46th St., N. ¥. 36, PL 7-9260 

John Gart, p; Roger White, Merrill Staton, ses. 

JACK RUSSELL & ASSOC. 

203 N. Wabash Ave., Chicago 1, 

Jack Russell, p. 

SANDE & GREENE PRODUCTIONS 

1777 N. Vine St., Hollywood 28, Calif., HO 6- 
5103 

Robert I. Sande, p; Larry Greene, exec vp. 

WILLIS H. SCHAEFER 

136 E. S5Sth St., N. Y. 22, PL 5-4030 

Will Schaefer. 

SCOTT-TEXTOR PRODUCTIONS, INC. 

333 E. 46th St., N. Y. 17, YU 6-3850 

Keith Textor, p; Alan Scott, treas. 

RAYMOND SCOTT’S JINGLE WORKSHOP 

140 W. S7th St., N. Y. 19, PL 7-5685 

Charles Barclay, mgr. 

SIGNATURE MUSIC, INC. 

240 E. S3rd St., N. Y. 22, JU 2-8800 

Hank Sylvern, p; George H. Fried, bus mer. 

WILBUR STREECH PRODUCTIONS, INC. 

135 W. S2nd St., N. ¥. 19, JU 2-3816 

Wilbur J. Streech, p; Jack Atherton, rp & mus d; 

S. J. Hazard, assoc. prod. 


S7th St, N. Y. 19, 


N. Y., 


ST 2-2818 








Create the RIGHT mood every time 
for your video tape recordings 
with the 


MAJOR MOOD 
MUSIC LIBRARY 


MAJOR offers you a full 30 hours of 
production music for titles, bridges, 
backgrounds. 


WRITE FOR FREE CATALOGUE 
AND UNLIMITED USE RATES 


THOMAS J..VALENTINO, INC. 


150 WEST 46th STREET 
New York 36, New York—Cl-6-4675 
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ROBERT SWANSON PRODUCTIONS, INC. 
689 Fifth Ave., N. Y. 22, MU 8-4355 
Robert Swanson, p; Rolf Johnson, sls. 


PROP RENTAL: 


CENTRE FIREARMS CO. (WEAPONS) 

105 W. 48th St., N. ¥. 36, CI 6-7307 

Seidman; Ellenhorn. 

CHATEAU THEATRICAL ANIMALS 
(ANIMAL DRAWN) 

608 W. 48th St., CI 6-0520 

Fred E. Birkner, mgr. 

ENCORE STUDIO (FURNITURE) 

410 W. 47th St., N. Y¥. 36, CI 6-5237 

EARL HAYS PRESS (PRINTED INSERTS) 

1121 N. Las Palmas Ave., Hollywood 38, 
HO 6-2495 

William G. Bailey; Kline Lentz. 


FRANKEL ASSOCIATES, INC. (ANIMATED 
DISPLAYS) 

56 W. 45th St., N. Y. 36, MU 7-3434 

HOLLYWOOD FANCY FEATHER CO. 

512 S. Broadway, Los Angeles 13, MA 5-8453 

J. Weinstein, e. 

HOUSE OF PROPS, 
CURIOS) 

1117 N. Gewer St., Hollywood 38, HO 3-3166 

Al Torf, p. 

H. T. SALES CO., INC. (HARDWARE) 

401 W. S3rd St., N. Y. 19, CO 5-0747 

Henry Todaro. 

HUDKINS STABLES, 

7245 Coldwater 
TR 7-2513 

Clyde Hudkins, p. 

IMITATION FOOD DISPLAY CO. 

197 Waverly Ave., Brooklyn 5, N. Y., TR 5-1268 

M. Inman, o. 

FAT JONES STABLES, INC. (HORSE DRAWN) 

11340 Sherman Way, P. O. Box 272, N. 
Hollywood, PO 5-0795 

Cc. Y. Jones, p; C. Fowler, sec. 

MODERN ARTIFICIAL FLOWERS & DISPLAYS, 
LTD. 

457 W. 46th St., N. Y. 36, CO 5-0414 

Gary Filippelli, mgr. 

DON POST STUDIOS (PROTOTYPES) 

SS37 Cleon Ave., N. Hollywood, TR 7-1608 

Don Post. 

SILVESTRI STUDIO (MANNEQUINS) 

968 N. Formosa Ave., Hollywood 46, OL 4-1616 

Mario J. Silvestri; Roland Silvestri. 

STATE SUPPLY CO. 

34 Stone St., N. Y. 4, WH 3-0183 

M. Weiner, o. 


INC. (ANTIQUES & 


INC. (HORSE DRAWN) 
Canyon, N. Hollywood. 


SCREENING ROOMS: 


MOVIELAB THEATRE SERVICE, INC. 
619 W. S4th St., N. Y. 19, JU 6-0360 
Peter P. Cardasis, mgr. 


PREVIEW THEATRE, INC. 


1600 Broadway, N. Y. 19, CI 6-0865 
William B. Gullette; Mort Hartung. 


SET CONSTRUCTION & 
SCENIC SUPPLIES: 


BEBELL & BEBELL COLOR LABORATORIES, 
INC. (PHOTOGR. COLOR PRINTS & TRANS- 
PARENCIES) 

108 W. 24th St., N. Y. 11, WA 4-8573 

Norman Lars Bebell, p. 

BERGMAN ASSOC, (DEMO PROPS) 

732 Eastern Pkwy., Brooklyn 13, N. Y., SL 
6-0434 

Lester Bergman. 

DAZIANS, INC. (FABRICS) 

142 W. 44th St., N. Y. 36, JU 2-1800 

Felipe Fiocca. 

Branch Office: 

318 S. Robertson Bilvd., 

Sam Gutterman, mgr. 

DUNKEL STUDIO ASSOC., INC. 

637 Greenwich St., N. Y., OR 5-6675 

George Dunkel, sec-treas. 

DONN GREER & ASSOC. 

1330 N. Vine St., Hollywood 28, HO 2-1101 

Donn Greer. 

M. B. PAUL STUDIOS, INC. 

1008 N. Roxbury Dr., Beverly Hills, BR 2-2505 

M. B. Paul. 


Los Angeles 48 
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LOU SAMUELSON CO. (FABRICS) 

1037 S. Los Angeles St., Los Angeles 15, RI 9- 
8243 

SCENIC BACKGROUNDS, INC. 

8949 Sunset Blvd., Los Angeles 46, CR 1-719) 
Prank BE. Mullen, p. 

SILVESTRI STUDIO 

968 N. Formosa Ave., Hollywood 46, OL 4-1616 
Mario J. Silvestri; Reland Silvestri. 


SHIPPING: 


AIR-LAND FREIGHT CONS., INC, 

165-15 Rock y Bivd., J iea 34, N. Y., 
LA 17-5764 

George Felliner, distr mgr. 


BEKINS FILM SERVICE CTR., DIV. OF 

BEKINS VAN & STORAGE CO. 

1025 N. Highland Ave., Hollywood 38, HO 
9-8181 

Nicholas C. Muskey, mgr. 

BRUCE DUNCAN CO. (INTERNATIONAL) 

761% Melrose Ave., Hollywood 46, WE 6-6138 

A. B. Staudt, vp. 

EMERY AIR FREIGHT CORP. 

801 Second Ave., N. Y. 17, OR 9-3990 

John Emery Jr. 

Offices in principal cities 

FLEET MESSENGER SERVICE, INC. 

125 W. SOth St., N. Y¥Y. 19, LT 1-212) 

David D. Chase, vp. 

REA EXPRESS 

219 E. 42nd St., N. ¥. 17, MU 6-7900 

Victor Dell Aquila. 

Offices in principal cities 

SCHUMER THEATRICAL TRANSFER, INC. 
(TRUCKING) 

429 W. S3rd St., N. Y. 19, CI 6-0021-2-3 

Henry Schumer, p. 





SOUND RECORDING: 

AD-STAFF, INC. 

9122 Sunset Blvd., Hollywood 46, BR 2-2671, 
CR 5-5219 

Helen Henricks, bus mgr. 

AGENCY RECORDING STUDIOS 

20 N. Wacker Dr., Chicago 6, CE 6-3632 

John G. Garamoni, o. 

A&R RECORDING, INC. 

122 W. 48th St., N. Y. 36, JU 2-1070 

Norman Jensen, studio mgr. 

AUDIO EFFECTS CO. 

1600 N. Western Ave., Los 
HO 9-3692 

Rod Sutton, Budd Tollefson, Austin Beck, Wayne Ken- 

worthy, parts. 

AUDIO TECHNIQUES, INC. 

247 W. 46th St., N. Y¥. 36, JU 6-2619 

Lawrence J. Kreeger, p. 

BOULEVARD RECORDING STUDIOS, INC. 

632 N. Dearborn St., Chicago 10, WH 4-2752 

Hal Kaitchuck. 

BYRON MOTION PICTURES, INC, 

1226 Wisconsin Ave., N.W., Washington 7, 
FE 3-4000 

Byron Roudabush, p. 

DICK CHARLES RECORDING SERVICE, INC. 

729 Seventh Ave., N. Y. 19, JU 2-7920 

Charles Hopp, bus mgr. 

CINE-MAGNETICS 

202 E. 44th St., N. Y. 17, MU 2-2780 

Allan A. Armour, vp. 

CINEMA RECORDING CO. 

21 W. 46th St., N. Y. 36, JU 2-4291 

Valen Peters. 

CINESOUND CO. 

1037 N. La Brea Ave., 
OL 4-3004 

Rose Layos Green, 0. 

FILM RECORDERS 

1515 N. Western, Hollywood 27, HO 9-3163 

R. Newman. 

J. F. FILM AND SOUND SERVICE 

45 W. 45th St., N. Y¥. 36, CI 6-4030 

Josef Filipowic, p. 

GLEN GLENN SOUND CO. 

6624 Romaine, Hollywood 38, HO 9-7221 

Richard B. Peck. 

GOTHAM RECORDING CORP. 

2 W. 46th St., N. Y. 36, JU 6-5577 

Herbert M, Moss, p; Leonard Lawson, vp, sls. 


Angeles 27, 


Hollywood 38, 





BRADLEY KEMP 

Precision Film Recording Service 

5746 Sunset Blvd., Hollywood 28, Calif., 
HO 6-5254 

Bradley Kemp, mgr; Pat Barker, sls, Jay Hathaway, 


recording engr, 

KOSTER FILM FACILITIES, INC. 

1017 New Jersey Ave., S. E., Washington 3, 
LI 4-4410 

William Koster, p. 

JACK LIEB PRODUCTIONS 

1230 W. Washington Blvd., Chicago 7, CH 
3-2600 

Jack H. Lieb, p; Warren H. Lieb, vp. 

NATIONAL RECORDING STUDIOS, INC. 

730 Fifth Ave., N. Y. 19, PL 7-6440 

Irving Kaufman, Hal Lustig, Carl Lustig. 

NORTHERN MOTION PICTURE LABORA. 
TORIES, LTD. 

10 Del Park Ave., Toronto 19, Ont., RU 1-6603 

8. Clemson, sls mgr. 

OLMSTED SOUND STUDIOS, INC. 

1 E. 54th St. N. Y. 22, PL 1-0890 

Richard B. Olmsted, p; Arthur Shaer, vp. 

PATHE SOUND SERVICES, INC. 

105 E. 106th St., N. Y¥. 29, EN 9-4040 

Ken Upton, vp & ¢ mgr. 

PHOTO-MAGNETIC SOUND STUDIOS, INC. 

3 E. 57th St., N. Y. 22, MU 8-8690 

John Arvonio, studio mgr. 

QUE RECORDING CO. 

6233 Hollywood  Blvd., 
HO 4-8351 

Normand Houle, p; John Barber, prodn mgr. 


RADIO UNIVERSAL RECORDERS 

7000 Santa Monica Blvd., Hollywood, HO 3.- 
3282, 9-8282 

Arnold Daly, sls mgr. 

RECORDING STUDIOS, INC. 

1639 Broadway, N. Y., PL 7-8855 

Bob Kingsley. 

REEVES SOUND STUDIOS 

304 E. 44th St., N. Y. 17, OR 9-3550 

SOUND ACTUALITIES INC., DIV. OF 

GOTHAM RECORDING CORP. 

2 W. 46th St., N. Y. 36, JU 6-5577 

Herbert M. Moss, d; Robert Franklin, 4. 


Hollywood 28, 








TV FILM 
PRODUCERS 


Complete services and facilities for 
producing Motion Pictures from 
Shooting Stage to Finished Print. 

* STAGE, approx. 80’ x 100’ 

* RYDER Hollywood Recording 
equipment for Studio & Loca- 
tion 

* RECORDING, RERECORDING, 
MIXING, DUBBING STUDIO 

* TRANSFERS — Magnetic, Opti- 
cal 

and 


PATHES FABULOUS 7-A. The one 
Studio that combines Spaciousness 
and Acoustical design for the best 
in Music Scoring and Recording. 
* 35 and 16 MM Projection 
* 14".%" Monaural, Stereo, 
Triple Track, 15-30 ips. 
* Transcriptions, Dubs, 
Dises, Masters, Pressings. 
*Editing, Remixing. 


PATHE 
SOUND SERVICES, INC. 


(A subsidiary of World Famous PATHE 
LABORATORIES.) 


105 East 106th Street 
New York 29, New York 
EN-9-4040 TR-6-1120 


Syne 











THE FINEST IN 
AUDIO-VISUAL 
SOUND SERVICE 


e COMPLETE 


authentic 


recorded music 
sounds & 


effects available anywhere 


libraries, 


of musical 


e SUPERIOR staff 


selectors & mixers 


e FINEST monaural & 
recording & editing setup in 
New York City 


stereo 


e EXPERIENCED production & 


casting service 


@ HIGHLY QUALIFIED staff of 
technical audio-visual engineers 
with thorough knowledge of all 
systems of audio-visual units 

(Dukane, Salesmate, LaBelle, etc.) 


Prestige clients have included: 
Play Of The Week . . . Show 
Of The Month 
Classics . . 
The 20th Century 
Druggist Service Corp. . . . Crea- 


tive Arts Studio . . . Daneck 
Productions . . . McCann-Mar- 


chalk . . . Remington Rand .. . 


Family 


. Armstrong Theatre 


Graphic Varieties, Inc. . . . Grap- 
hic Institute. 


GOTHAM RECORDING 
CORPORATION 


2 W. 46th St., New York, N.Y. JU 6-5577 


Herbert M. Moss, President 


Leonard Lawson, V.P. Sales 
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SWORD WITH A POINT “Ye The sword of hope of the 


| American Cancer Society offers # HOPE for the cancer patient today: 
| One in three is being saved, compared with one in seven only twenty-five 
years ago. The American Cancer Society’s public education messages 
are alerting more and more people daily to 
the vital importance of regular health 
checkups, to the urgency of early diagnosis 
and proper treatment, and to a host of other 


life-saving facts about cancer. 








+ HOPE for the family of 





the cancer patient: They can turn to 
the Society’s service activities for assistance 

in relieving physical and psychological 

problems. ¢ HOPE for tomorrow’s 


cancer patient: 






He will benefit 
from his physician’s ee 
knowledge of latest advances in the diagnosis 
and treatment of cancer—knowledge largely 
provided through the American Cancer Society's 
professional education program. And, through 
the Society’s vast research program, important 
; new discoveries are being made which can 
ultimately mean an end to cancer. @ This is the program of the 


American Cancer Society. Its sword of hope points the way to a 


future free of cancer. AMERICAN CANCER SOCIETY ® 
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TELESOUND STUDIOS 

6926 Melrose Ave., Hollywood 38, WE 1-8161 

Clarence Thompson, 0. 

TITRA SOUND CORP.-TITRA DUBBING CO., 
INC, 

1600 Broadway, N. Y., PL 7-6681 

Dave Horne, vp. 

TODD-AO 

1021 N. Seward St., Hollywood 38, HO 3-1136 

Fred Hynes, vp. 

TV RECORDERS 

6054 Sunset Bivd., Hollywood 28, HO 9-8201 

Lawrence A. Aicholtz, p. 

UNIVERSAL RECORDING CORP. 

46 E. Walton St., Chicago 11, MI 232-6465 

John Brix, prodn sup. 


STAGE RENTAL: 


Ss. W. CALDWELL LTD. 

447 Jarvis St., Toronto, Ont., WA 2-2103 

Sydney Banks, vp prodn. 

CANADIAN FILM INDUSTRIES CO., LTD. 

310 Lakeshore Rd., Toronto 14, Ont., 
CL 5-2351 

Arthur Gottlieb, p. 

KOSTER FILM FACILITIES, INC. 

1017 New Jersey Ave., S. E., 
LI 4-4410 

William Koster, p. 

JACK LIEB PRODUCTIONS 

1230 W. Washington Blvd., 
3-2600 

Jack H. Lieb, p; Warren H. Lieb, vp. 

MAGNA FILM PRODUCTIONS, INC. 

SS Berkeley St., Boston 16, HU 2-5580 

Robert Berman, p; Ad Schneider, vp. 

NELSON STUDIOS, INC, 

1079 Nelson Ave., N. ¥Y. 52, CY 3-8480 

Vincent Dennerlein, mgr. 

NEW YORK STUDIOS, INC. 

354 W. 45th St., N.Y. 36, PL 7-2271 

J. Lencina. 

FREDERICK K. ROCKETT CO. 

6063 Sunset Blvd., Hollywood 28, HO 4-3183 

F. Stanton Webb, vp. 

DANNY ROUZER STUDIO 

7022 Melrose Ave., Hollywood 38, WE 6-2494 

Danny Rouzsr, o. 


RUSSELL-BARTON FILM CO. 
4853 Waller St., Jacksonville 5, Fla., EV 9-0331 
Donald E. Barton. 


Washington 3, 


Chieago 7, CH 


STOCK SHOT LIBRARIES: 


LEM BAILEY COLOR STOCK LIBRARY 

7934 Santa Monica Blvd., Los Angeles 46, 
OL 4-8197 

Lem Bailey, g mgr. 


ELMER DYER FILM LIBRARY-WORLD WIDE 
FILMS 

711 N. Lajolla Ave., Hollywood, OL 3-5072 

Elmer Dyer, o. 

SHERMAN GRINBERG FILM LIBRARIES, INC. 

1438 N. Gower St., Hollywood 28, HO 4-7491 

Sherman Grinberg, p. 


Branch Office: 


245 W. SSth St, N. Y. 19, JU 6-8750 
Bernard Chertok, vp. 





Ne 
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Come Meet Us 
And Be Sure 


1500 VARIOUS ANIMALS 
ALWAYS ON FILE 


Call CH 3-2700 
331 W. 18 ST. 
N.Y. 11, N.Y. 








ALLAN SANDLER FILM LIBRARIES, INC. 

6926 Melrose Ave., Los WE 34/700, 
WE 1-0309 

Allan Sandler, p. 


STOCK SHOTS, INC. 
333 W. S2nd St., N. ¥. 19, JU 2-6185 
Maurice H. Zouary, p. 


STOCK SHOTS TO ORDER, INC. 
550 Fifth Ave., N. ¥Y. 36, CI 6-0690 
Raymond Pheelan. 


JOHN G. STRATFORD FILM CORP. 
250 W. S7th St., N. ¥. 19, JU 6-7390 
John G. Stratford, p. 


TALENT: 


ADAMS-WORTMAN AGCY. 
MODEL) 

60 W. 46th St., N. Y. 36, CI 7-2635 

Bret Adams, Don Wortman. 


AIRTIME PROCEDURES, INC. (PAPERWORK) 

6646 Hollywood Bivd., Hollywood 28, 
HO 6-6011 

J. Stuart Galbraith, p. 


ALL-TAME ANIMALS AGCY. 
48 E. S7th St., N. Y. 22, PL 2-5885 
Douglas Gruber, mgr. 


GLORIA ANDERSON (MODEL) 

1435 N. Fairfax Ave. W. Hollywood 16, 
OL 6-3267 

Gloria Anderson. 


ANIMAL ARTISTS 
248 E. 33rd St., N. Y. 16, MU 9-0552 
Howard Finkelstein. 


ANIMAL KINGDOM 
3021 Milwaukee Ave., Chicago 18, CA 7-6410 
Bernie Hoffman, o. 


ANIMAL TALENT SCOUTS, INC. 
331 W. 18th St., N. Y., CH 3-2700 
Lorrain D'Essen, exec d. 


CHATEAU THEATRICAL ANIMALS 
608 W. 48th St., N. Y¥. 36, CI 6-0520 
Fred E. Birkner, mgr; Gloria Stoesser. 


(PERFORMER, 


DAWN ANIMAL AGCY., INC. 
1545 Broadway, N. Y. 36, JU 2-5729 
Leonard Brook, Barbara Austin. 


JOSEPH C. DONOHUE 
8733 Sunset Blvd., Hollywood 46, OL 7-1373 
Joseph Donohue. 


FORD MODEL AGCY. 
949 Second Ave., N. Y., MU 8-8538 


FOSTER-FERGUSON AGCY., INC. 
256 E. 49th St., N. Y. 17, PL 2-4740 
Jean Foster; Babs Ferguson. 


GENERAL ARTISTS CORP.—TV DIVISION 
640 Fifth Ave., N. Y. 19, CI 7-7229 
Herman Rush, sen vp tv. 


HOLLYWOOD CASTING AGCY. (EXTRAS) 

6616 Hollywood Blvd., Suite 208, Hollywood 
28, HO 1-9308 

Robert. Cochrane, casting d. 


HUDKINS STABLES, INC. 

7245 Coldwater Canyon, N. 
‘TR 7-2513 

Clyde Hudkins, p. 


Hollywood, 


FAT JONES STABLES, INC. 

11340 Sherman Way, P. O. Box 272, N. Holly- 
wood, PO 5-0795 

Cc. Y. Jones, p; C. Fowler, sec. 


VINCENT J-R KEHOE ENTERPRISES (DEM- 
ONSTRATION) 
118 E. 78th St., N. Y. 21, 


AILEEN PAUL ASSOC. (FOOD PREPARATION) 
121 Gladwin Ave., Leonia, N. J.. WI 7-1541 
Aileen Paul, o. 


RE 7-0485 





PEOPLE & PRODUCTIONS, INC. 

1697 Broadway, N. ¥., JU 6-0173 

Marge Kerr, p. 

PLAZA FIVE, INC. (MODEL) 

65 E. 55th St., N. Y. 22, PL 5-5893 

Beth Allen, 

RICE McHUCH ACCY. (PERFORMER, MODEL) 
59 EL. S4th St., N. ¥. 22, PL 2-0222 

Ruth Hakim, ty ¢ agent. 


JACK RUSSELL & ASSOC. (CONSULTANT) 


203 N. Wabash Ave., Chicago 1, ST 2-2818 
Jack Russell, p. 
WILLIAM SCHULLER AGCY. (MODEL) 


200 W. S7th St., N. Y¥. 19, JU 2-3434 
Monica Stuart, mgr. 

SCHWARTZ-LUSKIN, INC. 

65 E. SSth St., N. Y. 22, PL 3-1529 
Mort Schwartz. 


JACK/JACKIE SHAFTON’S PUPPETMASTERS 

8118 Leokeut Mt. Ave., Hollywood 46, OL 
4-2350 

Jack Shafton, o. 

PATRICIA STEVENS MODEL & TALENT AGCY. 

22 W. Madison, Chicago, ST 2-9107 

Norman Sceucart, tal d. 

CHARLES B. TRANUM, INC. 

603 Madison Ave., N. Y. 22. PL 

Charles B. Tranum. 

WARD-KEMP AGCY, INC. 


1227 Sixth Ave., N. Y., PL 7-0280 
Tom Ward; Lynn Rosselli. 


1-3880 


TITLES & ART: 


HOWARD A. ANDERSON CO. 

751 N. Fairfax Ave., Los Angeles, OL 3-4880 
Howard Anderson, Jr. 

ARTHUR BROWN & BRO., INC. 

2 W. 46th St., N. ¥. 36, CO 5-7100 

William Ejinitorn, sis mgr. 

C&G FILM EFFECTS, INC. 

1600 Broadway, N. Y. 19, PL 7-2098/99 

Hugo A. Casolaro, p; Martin Gottlieb, sec-treas 
CINEMA RESEARCH CORP. 

716 N. LaBrea Ave., Hollywood 38, WE 3-9301 
oH. A. Scheib, p. 

COASTAL FILM SERVICE, INC. 

321 W. 44th St., N. Y. 36, JU 2-7780 

Manuel Casiano, p; Ray Seti, art d. 





of film in one of the most com- 
plete film libraries in the world. No 
matter what you're looking for in 


stock footage — you'll find it at 


x SHERMAN GRINBERG 
| = FILM LIBRARIES, INC. 
: 1438 N. GOWER ST., HOLLYWOOD 28, CALIF 
HOLLYWOOD 4-7491 
245 W. SSTH ST.. NEW YORK 19, N.Y 
Br: JUDSON 6.8750 











DAWN ANIMAL AGENCY 


“Professional Animals for All Media” 
1545 BROADWAY JU 2-5729 
NEW YORK 36, N.Y. OW 9-4789 








Chateau * 


=== THEATRICAL ANIMALS 


ANIMAL TALENT FOR 
TV COMMERCIALS 


From A Flea To An Elephant 
From A Goatcart To A 
Stagecoach 


608 W. 48th St., N.Y. 36, N.Y. 


TELEPHONE: CI 6-0520 
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at 


Will they grow up in a free world? Would 
you want them to grow up in any other kind? The 
answer to that question is why millions of Amer- 
icans regularly visit the Savings Bond window 
at their bank. 


What 
63¢ a day 
can mean to 
their future 


...and Uncle Sam’s 


Investing 63¢ a day at 334 % interest 
can bring some pretty nice things 
into your future. In six years— 
$1,500 down on a new home. In 
twelve years—nearly $3,500 for col- 
lege costs. 

But things being the way they 
are, it’s pretty hard to consider your 
own future without giving some 
thought to your country’s future, 
too. Millions of Americans have done 
this and are putting their savings 
into United States Savings Bonds. 

The money you invest in Savings 
Bonds is one of the best ways you 
can help Uncle Sam today. It helps 
keep our economy strong and pro- 
vides one of the most dependable 
means the Government has to man- 
age the cost of national defense. 


Buy a Bond today. You can lend 
your country a real hand now by 
saving this way for the future. 


Keep freedom in your future with 


U.S. SAVINGS 
BONDS 


4 This advertising is donated by 
" The Advertising Council and this magazine. 
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CONSOLIDATED FILM INDUSTRIES 

959 Seward St., Hollywood 38, HO 9-1441, 
2-0881 

Sidney P. Solow, vp & g mgr; Jack M. Goetz, sls. 

THE CRAFTSMAN CO. 

6362 Santa Monica Blvd., Hollywood 38, HO 
9-5594 

Harry C. Reitz, o. 

A. I. FRIEDMAN, INC. (MATERIALS) 

25 W. 45th St., N. Y. 36, CI 5-6600 

Tobias Moss, adv mer. 

F. HILLSBERG, INC. 

421 W. S4th St., N. ¥Y. 19, PL 7-1525 

Frank Hillsberg, p. 

HOT PRESS CO. 

2 W. 46th St., N. Y. 36, CI 5-6350 

Bud Wyckoff. 

RAY M. JOHNSON 

6653 Santa Monica Blvd., Hollywood 38, 
HO 5-4108 

Ray M. Johnson. 

K & W FILM SERVICE CORP. 

1657 Broadway, N. Y. 19, CI 5-8080 

Ralph Koch, p. 

KNIGHT TITLE SERVICE 

145 W. 45th St., N. ¥. 36, CO 5-2080 

R. B. Knight. 

L&L ANIMATION, INC. 

16 W. 46th St., N. Y. 36, CI 5-7471 

Larry Lippman; Irv. Levine; Chris Grodewald. 

JOHN LEWIS FILM SERVICE, INC. 

619 W. S4th St., N. Y. 19, JU 2-3922 

John H. Lewis, p. 

MAZIN-WYCKOFF CO., INC. 

2 W. 46th St., N. ¥. 36, JU 6-2226 

Ed Wyckoff. 

RAY MERCER & CO. 

4241 Normal Ave., Los Angeles 29, NO 3-9331 

Ray Mercer, g part & mer. 

WM. L. NEMETH STUDIOS 

45 W. 45th St., N. Y. 36, CI 7-1676 

Wm. L. Nemeth, o. 

ALBERT PAGANELLI 

21 W. 46th St., N. Y. 36, JU 2-2899 

Albert. Paganelli, o. 

QQ TITLES 

247 W. 46th St., N. Y. 36, CI 7-2126-7 

Irving Sheib 

LARRY REYNOLDS 

160 Storer Ave., New Rochelle, N. Y., NE 
6-8992 

F. A. RUSSO, INC. 

230 Park Ave., N. Y. 17, MU 9-2440 

H. W. Rohlfs, vp. 

RUSSO PHOTOGRAPHIC SERVICE 

480 Lexington Ave., N. Y., YU 6-9180 

H. Warren Rohlfs, g mer. 

HAL SEEGER PRODUCTIONS 

48 W. 48th St., N. Y. 36, CI 6-4939 

Riehard Rauh, prodn sup. 

SEL ANIMATION, INC. 

75 W. 45th St., N. Y. 36, CI 5-6781 

Lou Marcus, p; Ed Feldman, vp; Stan Beck, treas. 

ALBERT SEMELS STUDIO, INC. 

165 W. 46th St., N. Y. 36, CI 5-6806 

Albert Semels. 

STAHL EDITING & TITLING SERVICE 

33 W. 42nd St., N. Y. 36, PE 6-9517 

Miss W. B. Stahl. 

STEVEN SCREEN PRINT, INC. 

8163 Melrose Ave., Los Angeles 46, OL 1-2333 

Jim Steven, p. 

STUDIO FILM SERVICE 

7324 Santa Monica Blvd., Hollyweod 46, 
HO 4-3658 

Louis DeWitt, p; Robert Kinoshita, vp; Kenneth 

Urheim, prodn mer. 

TRI-PIX FILM SERVICE, INC. 

1604 Broadway, N. Y. 19, JU 2-0650 

Guy Varrichio, p. 

VIDEART, INC. 

480 Lexington Ave., N. Y. 17, MU 2-2363/4 

Joe Zuckerman, p. 

VIDEO TAPE SERVICES: 

GENERAL TELEVISION NETWORK 

1280 Fifth Ave., N. Y. 29, EN 9-3000 

R. L. Colten, vp, g mer. 

Branch Office: 

901 Livernois Ave., Ferndale 20, Mich., LI 
8-2500 

J. L. Mayer, vp, g mer. 

GENN-ARMISTEAD TELEVISION 

1041 N. Formosa Ave., Hollywood 46, NO 
7-6181 

Mark Armistead. 

INTERNATIONAL VIDEO TAPE (IVT) 

430 N. Camden Dr., Beverly Hills, Calif., 
CR 1-1178 

William Wallace, p: Richard M. Rosenbloom, vp 


BRADLEY KEMP 

Precision Film Recording Service 

5746 Sunset Bilvd., Hollywood 28, Calif., 
HO 6-5254 

Bradley Kemp, mgr; Pat Barker, sls; Jay Hathaway, 

recording engr, 

MAGNA FILM PRODUCTIONS, INC. 

55 Berkeley St., Boston 16, HU 2-5580 

Robert Berman, p; Ad Schneider, vp. 

MERIDIAN FILMS LTD. 

1202 Weodbine Ave., Toronto, Ont., OX 8-1628 

Ralph Foster, p; Herbert S. Alport, d fim div; W. A. 

Perry, vp & g mgr; James Leitch, chf eng. 

METROTAPE DIV. OF METROPOLITAN 
BROADCASTING CORP. 

205 E. 67th St., N. Y. 21, LE 5-1000 

L. W. Hicks, optns mgr. 

MGM TELESTUDIOS, INC. 

1481 Broadway, N. Y. 36, LO 3-1122 

George K. Gould, p; Al Markim, vp, d optns; Ernest 

Motyl, sis m, 

MOBILE VIDEO TAPES, INC. 

1607 N. El Centro, Hollywood, HO 4-7188 

Jack Meyer, vp. 

NATIONAL BROADCASTING CO., TELESALES 
DEPT. 

30 Rockefeller Plaza, N. Y. 20, CI 7-8300 

Jerry Madden, d Eastern Div. 

Branch Office: 

3000 W. Alameda, Burkbank, Cal., TH 5-7000 

Dean Craig, mgr Pacific Diy. 

NATIONAL VIDEO TAPE PRODUCTIONS, INC. 

36 W. 44th St., N. ¥. 36, MU 2-3627 

William Duryea, client serv. 

SKELTON STUDIOS 

1416 N. LaBrea Ave., Hollywood 28, HO 9-2731 

Red Skelton, p; Ed Hillie, g mer. 

TELE-TAPE PRODUCTIONS, INC. 

434 W. Chicago Ave., Chicago 10, SU 7-4919 

Jim Witte, prod-sis. 

TERMINI VIDEO TAPE SERVICE, INC. 

1440 Broadway, N. Y. 18, PE 6-6323 

Anthony Termini, p. 

UNIT TEN 

1518 Crossroads of the World, Hollywood 28, 
HO 6-3688 

R. M. Vaughan. 

VHF INC, 

300 E. 46th St., N. ¥. 17, MU 7-4505 

Ira G. DeLumen, p: John L. Koushouris, vp optns; 

Richard R. Rector, vp-prodn; Peter J. Smith, vp- 

special projects; Robert C_ Troup, vp-sls. 

VIDEO RECORDING SALES WNBQ CHICAGO 

Merchandise Mart Plaza, Chicago 54, SU 7-8300 

William W. Huffman, mer. 

VIDEOTAPE PRODUCTIONS OF NEW YORK, 
INC, 

205 W. S8th St., N. ¥. 19, JU 2-3300 

Howard S. Meighan, p; John B. Lanigan, vp, g mgr; 

Herbert W. Hobler, sls mgr; Charles Holden, exec prod. 

VIDEO TAPE UNLIMITED 

341 Madison Ave., N. Y. 17, PL 9-7667 

Henry Alexander, p; Paul Jacobson, vp, sls mer. 

VIDEO VIEW, INC. 

1617 N. El Centro, Hollywood 28, HO 3-4179 

Howard Little, o; Harvey Haas, g mer. 

VISUAL MAGNETICS CORP. 

Video Tape Consultants 

36 W. 44th St., N. Y¥. 36, MU 2-3627 

Louis MacDonald, p; James Duggin, chf engr. 

WBBM-TV 

630 N. McClurg Court, Chicago 11, WH 4-6000 

Eugene H. Bohi, d vtr, prod sls. 





Abbreviations 
Abbreviations commonly used in 
this directory: adv—advertising. 
c—commercial; ch{—chief; chg 
—in charge; chmn—chairman; 
d — director; engr — engineer; 
flm—film; g—general; mgr— 
manager; o—owner; optns—op- 
erations; p—president; part— 
partner; pgm—program; prod— 
producer ; prodn—production; pr 
—public relations; sls—sales; 
sup — supervisor; tal — talent; 
traff—traffic; vtr—video tape; 
vp—vice president; zn—zone. 














The best light! 


Your commercials are on television to make your prod- 


uct look its very best. If you want to sell the gleam of 
a shampoo, the sparkle of a watch, the glow of a lovely 


face, the taste of good food—name it!—this man (for- 


merly a top network lighting director) and the rest of 
our creative lighting experts at Videotape* Center will 


add that fresh, new ingredient to your commercial. 
On television successful lighting is a sensitive combi- 
nation of human taste and skills, electronics, and on 


Videotape alone, the unique advantage of judging a 
shot exactly as it will appear on home television before 
you shoot it. One of Videotape Center’s lighting direc- 
tors is also a painter— winner of top awards in major 
art shows for his oils and charcoals. Another holds 
patents for his product-shot lighting devices. No one 
else in the business can hold a candle to the effort 
and skill and imagination that go into putting your 
productin the very best light at Videotape Center today. 


VIDEOTAPE PRODUCTIONS OF NEW YORK, INC.,101 WEST 67th STREET, NEW YORK + TR 3-5800 


TM AMPEX CORP. 











and now there are two! 


At last you have a choice when you buy video recording tape. The 
new one is called Emitape. It was developed in the United King- 
dom by EMI, pioneer and developer of the world’s first public TV 
system. It has been proven in tens of thousands of actual telecast- 
ing hours. It was most enthusiastically received at the recent 
Pasi teh sam Bitar emeltriiiameellene) Murtileviiaemerceltiuelelti ats 
Emitape manufacturing process assures you of excellent wearing 
qualities, edge straightness, signal-to-noise ratio and recording 
performance. 

Dropouts average no more than 20 per minute, including 
defects of less than 6db amplitude modulation depth, and a time 


\ 


duration of under a few microsecénds. Head wear is considerably 
reduced with Emitape. With most equipment a minimum head 
life of 150 hours can be expected. Audio head stacks show negli- 
gible wear after 500 hours of service. Tape life is also long. The 
average figure is 100-150 passes. 

But get all the facts. Write, wire or call EMI/US Magnetic 


Tape Division. Los Angeles: 1750 North Vine Street, HOlly- 


wood 2-4909. New York City: 317 West 44th Street, Circle 
5-3400. (Also available, from the new General Communicatio 

Division of EMI/US: a complete line of TV cameras, solid state 
distribution and switching equipment. ) Exmitape 
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Wall Street Report 


RCA REALIGNMENT. The resigna- 
tion of John L. Burns as president of 
Radio Corporation of America and 
the election of Elmer W. Engstrom to 
replace him is a move of importance 
in the affairs of the leading company 
in the television industry, with conse- 
quences of a more significant nature 
than yet realized. 

Resignations of top executives from 
$200,000-a-year positions with ten 
year contracts are very rare, and even- 
tually the cause for the move becomes 
apparent. Mr. Burns has cited per- 
sonal reasons—which could embrace 
anything from problems of health to 
problems of personal relations with 
his co-workers at RCA. And it is only 
in the latter area that analysts in Wall 
Street are attempting to determine to 
what degree the move reflects past 
problems and future directions of the 
management. There are certain areas 
of RCA’s activities with which Wall 
Street has been familiar on a continu- 
ing basis. 

(1) Its continuing push to develop 
full acceptance for color television. 

(2) Its steady fight to make the 
NBC network the strongest one in 
television. 

(3) Its venture into the computer 
market. 

(4) Its increasing role in the com- 
munications field, particularly space 
communications. 

On the personality side of these 
issues is the fact that items one and 
two are projects personally identified 
with General David Sarnoff, the board 
chairman, and his son Robert, presi- 
dent of NBC. 

Project three is the one that’s been 
identified with Mr. Burns. Project 
four represents an expansion of the 


company’s communications business, 


and Mr. Engstrom has been credited 
with spearheading this phase of ac- 
tivities. 


COLOR PROBLEM. When Mr. Burns 
was brought into the RCA picture, it 
was generally accepted that the heavy 
promotion of color tv represented a 


drain on the company’s profits, and 
panys p 


that if this cost element could be held 
in line, the corporate profit picture 
could be restored to health. The color 
set program was overhauled and re- 
portedly is no longer a money-losing 
activity. In fact, in one recent month 
the company’s shipments of color sets 
exceeded those of black and white sets. 

But in this period two things have 
happened with regard to the tv market. 

Zenith has become the major tv set 
producer, and is now part of the color 
set field. 

Philco Corp., another major set 
maker, has come up with an excellent 
black and white set for the 1962 mar- 
ket, and is also in the color field, 
backed by the Ford Motor Co. mil- 
lions and management. Thus, it is 
apparent that in an area close to the 
heart of the RCA management, and 
one in which it’s been closely identi- 
fied, a tight squeeze is developing. 

Intensifying the squeeze are the 
color-efforts of Admiral, GE and 
others. 

Then, too, in the computer field, 
RCA admittedly expects to show no 
profits for another year at least. Here 
the competition from IBM and others 
such as Sperry Rand is intense. Here, 
too, is an area in which Ford is about 
to make itself felt through its acquisi- 
tion of Philco. 

This leaves the television broadcast- 
ing operation and the communications 
field as the two in which RCA has held 


its distinction and could make some 


expected additional gains. 


SPACE EFFORTS. And Engstrom’s 
efforts appear to have paid off in giv- 
ing RCA a lead in private industry in 
space exploration: the company’s first 
satellite is scheduled for launching in 
the first half of 1962. In some respects 
Engstrom has combined communica- 
tions and computers, since the first 
satellite is regarded as a flying com- 
puter. 

RCA common, after mounting to a 
high of 6554, fell off to 491% and is 
now climbing up again. But the Wall 
Street professionals expect to see a few 
more important announcements about 
management policies and personnel in 
the next few months. 











WASHINGTON, D.C. MIDWEST 


James W. Blackburn H. W. Cassill 
Jack V. Harvey William B. Ryan 
Joseph M. Sitrick 
RCA Building 
FEderal 3-9270 


Chicago, Illinois 
Financial 6-6460 


WHAT IS IT WORTH? 


Broadcast properties are not priced on a “brick and 
mortar” scale. Our experience with hundreds of 
appraisals guarantees you the true market value. 


BLACKBURN & Company, Inc. 


RADIO «+ TV * NEWSPAPER BROKERS 
NEGOTIATIONS * FINANCING * APPRAISALS 


333 N. Michigan Ave. 


ATLANTA 


Clifford B. Marshall 
Stanley Whitaker 
Robert M. Baird 
John G. Williams 
1102 Healey Bidg. 
JAckson 5-1576 


WEST COAST 


Colin M. Selph 
Calif. Bank Bidg. 
9441 Wilshire Blvd. 
Beverly Hills, Calif. 
CRestview 4-2770 
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Commercial (Continued from 23) 


and producer get together and ex- 
change ideas; (2) writer obtains what 
visual assistance he needs; (3) writer 
and art director work up a rough 
storyboard; (4) producer comes in 
again to check possible improvement 
and also consider the proposed com- 
mercial in terms of over-all marketing 
objectives, budget and similar factors; 
(5) storyboard is approved, both by 
client and agency; (6) production 
meeting is held with the three-man 
team and the film (or tape) producer ; 
(7) storyboard is carefully timed; 
(8) producer and, as often as possible 
at Donahue & Coe, also the writer and 
art director, go on the set and start to 
work, 

Mr. Jones observed that the pres- 
ence of the writer on the set is a safe- 
guard against dilution of the original 
idea, which may often happen as the 
idea passes from hand to hand. 

Does the film or tape production 
house contribute much, then, to the 
final commercial ? 

“We sure as hell listen,” says Mr. 
Jones, “but ordinarily, unless there 
are difficult technical problems, their 
contribution is mainly in lighting and 
such matters.” 


How to Choose 


In the question of choosing a com- 
mercial production house, nearly all 
of the agencies interviewed employ the 
bid system. But at Donahue & Coe, as 
at most other agencies, the bid system 
is set aside if some other “compelling” 
reason indicates one production house 
over another. 

The ad agency usually invites com- 
mercial production houses to come by 
every month or so and present any 
new techniques or ideas that they 
might have evolved, as well as show 
their finished wares. This is one way 
in which the copywriter is kept 
abreast of late developments in the 
field. There are others. At Benton & 
Bowles, for example, the copywriters, 
art directors, producers and others 
who may be interested, frequently 
meet on Mondays for what is called 
“Theatre 13.” 

“Theatre 13” presents a program of 
avant-garde and experimental films 
and commercials, as well as an occa- 
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sional review (and kangaroo court) 
on the agency’s own work. The films 
come from any source, public or pri- 
vate—the Museum of Modern Art, the 
New York Public Library, Film 
Images, Cinema 16, commercial pro- 
ducers and independent distributors 
and producers. 

Gordon Webber, director of com- 
mercial production for Benton & 
Bowles, said the program “has had a 
very tangible effect on what comes 
back to us in commercials.” 

(It may be noted that a check of 
some individuals whose work has been 
shown at private agency screenings re- 
vealed a measure of dissatisfaction 
and the suspicion that the agencies’ 
commercial teams, consciously or sub- 
consciously, sometimes seemed to 
“steal” techniques and effects. ) 

The source of most commercial 
ideas varies widely and is as hard to 
discuss as the creative process itself. 
Perhaps Ed Bihl, copy group head at 
Benton & Bowles, best summed up for 
copywriters: “You think hard, you 
relax, and usually when yau don’t ex- 
pect it, there it is.” 





Race 


(Continued from page 25) 


flash floods. More than a thousand 
feet of film was shot under the most 
difficult conditions to capture scenes 
of the waters raging through the 
streets and of the massive cleanup 
that followed. The footage aided an 
investigation which showed later that 
much of the flooding was caused by 
debris blocking the small 
creeks in the city area. 

Farther south, in Huntsville, Ala., 
WAFG-TV sent its newsmen to cover 


many 


the results of a broken waterway lock 
in the Wilson Dam area of Tennessee. 

In North Dakota, KcND-Tv Pem- 
bina spent the entire summer record- 
ing the effect of drought, efforts to 
overcome it and measures taken to 
stop a grasshopper invasion that 
threatened as the result of it. 

Civic improvement and redevelop- 
ment also drew the attention of local 
tv newsmen north, south, east and 
west. 

In the north, wrcB-Tv Schenectady 
trained its cameras on the Newburgh 
welfare-tightening story, interviewing 





John Hopkins was elected president 
of Ktvt Fort Worth-Dallas, accord- 
ing to an announcement made by j. 
G. Bannister, president of the parent 


NAFI Corp. 





the officials who suggested it and the 
people who would be affected by it. 
Forty-two separate stories were aired, 
most demanding a three-hour round 
trip from source to studio. 

In the south, wsaAv-Tv Savannah 
that Gov. 
Vandiver was planning to spend $16 
million to develop various Georgia 


broke the news Ernest 


ports, prominent among them, Savan- 
nah. WTVM-TV in Columbus alerted 
that area to the benefits of a possible 
consolidation of city and county gov- 
ernments prior to a county-wide ref- 
wRva-TvV Richmond, Va., 
in similar vein, helped point out the 


erendum. 


disadvantages of a possible merger 
of Richmond and Henrico county as 
a referendum vote approached and 
WLBT-TV Jackson, Miss., helped pave 
the way for an October referendum 
which permitted the location of a 
$125 million oil refinery in the Pas- 
cagoula area of that state. 


Western Coverage 


In the west, tv spot newsmen cov- 
ered a _ rezoning project, a_ city 
administration building and an in- 
dustrial development program. 

KSWS-TV New 
donated peak viewing time to a new 


Roswell, Mexico 
zoning plan for that rapidly-growing 
city; KDIx-Tv Dickinson, N. D., urged 
the support of a bond issue for a 
new city administration building (it 
lost by a seven per cent margin) ; 
and KNDO-Ty Yakima-Tri-Cities, 
Wash., dramatized the efforts of the 





— -- 
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local chamber of commerce there to 
pump new life into a sagging 
economy. 

In the midwest, the extensive cov- 
erage given by wosm-tv Duluth, 
Minn., to the depressed Mesabi Range 
iron ore area was instrumental in 
that area’s being designated as “de- 
pressed” and therefore eligible for 
federal and state aid. Coverage in- 
cluded interviews of unemployed 
workers and tradespeople affected by 
the labor cutbacks, a half-hour film 
in prime time pointing out the extent 
of the area’s hardship and shots of a 
tour made of the area by Secretary 
of Labor Arthur Goldberg. 

KEYC-TV Mankato, Minn., chron- 
icaled that area’s post-war building 
boom and wFiE-Tv Evansville, Ind., 
called that area’s attention to the 
advantage of renovating Burdette 


Park. 
Cameras on Government 


Many stations sent their cameras 
to observe the work of state legisla- 
tors and executives. 

When Ohio Gov. Michael V. 
DiSalle, a Democrat, vetoed the 
second half of a budget bill already 
passed by the Republican General 
Assembly, wiwc-tv Columbus sent 
its men to the state capitol to find 
out why and what the Assembly 
planned to do about it. The entire 
budget battle was covered over a 
four-week period with ample time 
being given to both sides. 

wsJs-Tv Winston-Salem, N. C. sent 
its men with a group of residents who 
were protesting a new food tax re- 
cently passed by the General Assem- 
bly in that state and KTEN-Tv Ada, 
Okla., concentrated on making legis- 
lative personalities known to the 
voters of the state by devoting a 
major portion of its air time in the 
third quarter to legislative proceed- 
ings. 

Since it was not a major election 
year, many stations turned their at- 
tention to local issues and campaigns. 

Thus the Flint annexation issue 
occupied the staff of WNEM-TV Bay 
City-Saginaw, Mich.; a switch of alle- 
giance from the Democratic to Re- 
publican party by the Luzerne 


County Commissioner engaged WBRE- | 
tv Wilkes-Barre, Pa:; primary re- 
turns from 18 counties occupied 
WNBF-TV Binghamton Sept. 7; a 
state-wide construction bond issue | 
kept KATV Little Rock, Ark., busy; 
and coverage of a special election | 
in August which put the first Repub- 
lican in the state legislature in 50 
years had wis-Tv newsmen in Colum- 
bia, S. C. moving from poll to poll. 


Two accidents highlighted the ef- 
fectiveness of spot news coverage— 
one in Georgia and another in Okla- 
homa. wTcc-Tv Savannah was on the 
scene when a woman tried to save 
her child in a river near Savannah 
and almost drowned herself and 
KOTV Tulsa brought its cameras up 
to record the efforts of local fire 
departments in containing an inferno 
caused by a collision of a gasoline 
truck and a train. The station noted, 
in fact, that one of its photographers 
went a little too close to get the fine 
pictures that he did. 

The military also got its full share 
of spot coverage. 

WFLA-TV Tampa supplemented net- 
work coverage of the Grissom Man 
Into Space shot; KiF1-Tv Idaho Falls, 
Idaho, took its cameras in to record 
the dismantling of an atomic reactor 
outside Idaho Falls which had ex- 
ploded, killing three technicians; and 
WALB-TV Albany, Ga., managed to 
televise the dedication and activation 
of a new U. S. Army Nike base 
guarding Albany and the Turner 
Field SAC base. 


Records of Views 


Several stations made elaborate ar- 
rangements to record the speeches 
and opinions of prominent leaders 
for posterity. 

WRAL-TV Raleigh, N. C. devoted 
two hours of air time to a visit by 
President Kennedy to that state and 
an address he gave at Chapel Hill. 
WLBz-Tv Bangor, Me., filmed the 
complete speech of Arizona Senator 
Barry Goldwater to a group of 
Republicans in Brewer. WPSD-TV 
Paducah, Ky., was on hand when 
Secretary of the Interior Stuart Udall 
accompanied the governors of Ten- 
nessee and Kentucky on an inspection 
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tour of the Barkley Dam area, desig- 
nated as a national park site. KID-TV 
Idaho Falls recorded the 
governors conference at Sun Valley 
which included remarks by former 
Vice President Richard Nixon. wsva- 
Tv Harrisonburg, Va., sent its re- 
porters to Atlantic City, N. J., to 
cover the week-long Miss America 
pageant and KPIx-Tv San Francisco 
obtained an exclusive interview with 


western 


controversial teamster boss Jimmy 
Hoffa, who had come to San Fran- 
cisco to urge Bay Area teamsters 
to draw up contracts along national 
union lines. 


Diversity of News 


Other 


sports, safety campaigns, state fairs 


areas of coverage were 
and conventions. 

wP1x New York taped all “at bats” 
of Yankee outfielder Roger Maris 
for a special Roger Maris—Home 
Run King show, and wepo-tv Cin- 
cinnati recorded World Series games 
between the Reds and the Yankees 
both in their home city and New 
York. 

KELO-TV Sioux Falls, S. D., focused 
on the Centennial Gold Rush cele- 
bration which drew some 150,000 
persons to the area; WBIR-TV Knox- 
ville, Tenn., was ready when a new 
$514-million auditorium premiered a 
Holiday On Ice show, and KTVH-TV 
Wichita-Hutchinson, Kansas, telecast 
a whopping 21 hours of news from a 
special studio on the state fairgrounds 
in Hutchinson. Coverage included 
stock show winners, races, interviews 
with exhibitors, fair officials, law 
officers controlling traffic and many 
of the more than 500,000 visitors to 
the fair. News shows during the six- 
day event carried 101 minutes of film 
augmented by six special film shows, 
one after each 10 p.m. newscast 
dealing with material that had not 
been covered by the earlier show. 

Safety in the home, in the school 
and at work was the theme of two 
specials—one by wcys-tv Bristol, 
Va., stressing all three aspects and 
the other by KFsa-tv Fort Smith, 
Ark., on auto safety. 

Last but by no means least, con- 
sidering that this article represents 
a cross-section of news programming, 
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Grayce Papps was appointed promo- 
tion director for wmMtw-tv Poland 
Spring, Me. She was previously in the 
sales promotion and television pro- 
duction departments of WNAC-TV and 
radio Boston. 





are these three efforts by stations in 
Georgia, Minnesota and Florida. 
KCMT-TV Alexandria, Minn., sent 
its news director, Jon Haaven, off 
hinterland to see what 
thought about man-made 
(1961 had been a year of 
serious drought for much of Minne- 


into the 
farmers 
rain. 


sota except for one area near the 
South Dakota border which had ap- 
parently had tremendous success with 
a professional rain-making firm from 
Denver.) 

As a result of his report, the cloud- 
seeding idea spread. When it was 
tried in one area, the rainfall set a 
record for the state. KCMT-TV modest- 
ly declined credit for any flooding. 

‘WRBL-TV Columbus, Ga., caught the 
comments of amused spectators as 
they watched the raising of the Con- 
federate gunboat Muscogee from the 
Chattahoochee River 25 miles south 
of Columbus where it had rested 
since the end of the Civil War. 

Perhaps the most “far-out” en- 
deavor by a local station was this 
one from WFGA-TV Jacksonville, Fla. 

Two cameramen-reporters 
sent to Berlin for a week to get the 


were 


comments of the German man-in-the- 
street and a number of mayors from 
this country on a tour of the city. 
“We believe it gave local viewers 
a better understanding of the Berlin 
problem,” news and public affairs 
director Harold Baker said, “with the 
emphasis on the people rather than 
on the political effects of the wall.” 


Rejects (Continued from page 27) 


the new-shows-per-season number has 
held around 41-42 since 1954. Inter- 
estingly, the total number of pro- 
grams aired each year appears to 
have little to do with the number 
of new programs introduced. Of a 
record 125 tv shows carried on the 
networks in 1955-56, 42 were new; 
of a low of 106 programs carried 
during the current season, 41 were 
new. And, of 115 shows on in both 
57-58 and °58-’59, the number of 
new programs in each year, respec- 
tively, was 51 and 45. 

On a percentage basis, the number 
of new programs introduced in each 
of the last eight seasons works out 
to an average of 37 per cent of the 
entire schedule being comprised of 
new material at all times. As a 
Columbia University research asso- 
ciate noted a year ago in a study 
of television’s potentialities as a cul- 
tural medium, no other medium— 
literature, art, music and the like— 
religiously and automatically replaces 
such a large percentage of its basic 
material annually. A more desirable 
figure is about 15 per cent new 
presentations per season, the re- 
searcher said, thereby eliminating 
with each change only the very 
bottom of the schedule—a bottom 
that would include the worn-out pro- 
grams and little else. Too often under 
today’s system, it was thought, pro- 
grams with life still in them are 
thrown out with the corpses. 


New Shows Drop 


In the very early years of tele- 
vision, the medium seemed headed 
toward a steady schedule of 120 
carry-over programs and 20 new ones 
annually—so indicated the research 
man’s study. Even in the initial years 
of the A. C. Nielsen survey of the 
field, the number of new programs 
dropped from 42 to 41, while the 
percentage of new shows as part of 
the total schedule declined from 35 
per cent to 34 per cent. Unfortu- 
nately, perhaps, the decline was 
halted, and the field reversed. 

Addition of another season’s data 


to the file 


of material made no 





as 


es 











Broadcast Season 


Season of 
origin 1953-54 "54°55 55-56 = =—°56-57 ~—°57-58 
1953 and prior 118 77 60 42 26 
1954-55 42 23 13 10 
1955-°56 42 23 14 
1956-57 41 14 
1957-58 51 
1958-59 
1959-60 
1960-61 
1961-62 
Total Programs 118 119 125 119 115 


1. Composition of Each Season’s Programming by Season of Origin 


58-59 °59-60 60-61 61-62 
20 12 ll 8 
8 5 5 4 
10 7 6 4 
7 6 3 2 
25 17 13 10 
45 20 10 5 
50 20 13 
41 19 
4l 
115 117 109 106 
Source—A. C. Nielsen Co. 








change in the Nielsen-reported fact 
last year that an average of 54 per 
cent of new network programs fail 
after their first season’s showing. Of 
the 46 per cent which return for a 
second season, however, their chances 
of getting into a third and subse- 
quent seasons are infinitely better as 
the “mortality rate” shows a slow 
and steady decrease each year. 
Thus, as evident in table 1, of 42 
programs premiering in the 1954-’55 
season, 23 returned for a second year. 
Of these, 13 went into a third year, 
then 10 made a fourth, eight went 
into a fifth, five into a sixth and so 
on. Even in the “disastrous” new- 
program season of 1956-57, when 41 
shows premiered and only 14 went 
into a subsequent season, seven of 
the 14 made a third appearance and 
six of the seven made a fourth. 


The comparison has been made be- 
tween the new-program screening 
process and a college examination 
wherein those freshmen who pass are 
subjected to less rigorous tests dur- 
ing their sophomore, junior and 
senior years. 


Nielsen tabulations of rating levels 
for old and new programs during 
October of each year testifies to the 
fact that programs returning from a 
previous season generally are higher 
rated than premiering series. For ex- 
ample, in October, 1960, some 67 
shows carried over from previous 
schedules had an average audience 
rating of 19.2, while 40 new pro- 
grams hit only a 15.8 rating. The 


hold-overs therefore showed a 22- 
per-cent better rating performance 
than the new shows. 

Similarly, in October of this year, 
65 “old” programs registered an 
average-audience figure of 18.3, while 
40 new shows got only a 15.4. The 
percentage in favor of hold-overs was 
19 per cent. 


Less Unsafe 


As noted above, those programs 
which get through a first season are 
less open to criticism in their second 
and subsequent showings. Nielsen 
average-audience ratings for 47 new 
programs in October of the 1959-60 
season averaged out to 14.5; for the 
19 shows out of the 47 which were 
to return the following season, the 
ratings averaged out to 17.0—17 per 
cent better than the average new pro- 
gram. One year later, upon their re- 
turn, the same 19 programs averaged 
a 17.7 rating, a four-per-cent im- 
provement over their previous figure. 

Looking at the performance of pro- 
grams new in the 1960-61 season, 
however, a slight discrepancy ap- 
pears. For 40 new shows, the average 
rating was 15.8 in October of 1960. 
For 19 programs of the 40 (which 
were to return the following season), 
the average rating was 17.4, or 10 
per cent better than the average new 
program. In October of 1961, the 
second-season initial rating on the 
programs dropped to 16.5—a decline 
of five per cent. One explanation for 
the decline is that the rating average 


SHOT 


| 


for all programs declined from 18.2 
in October, 1960, to 17.4 in Octo- 
ber, 1961. 

In analyzing the programs retained 
from previous seasons as part of 
current network schedules, CBS-TV 
appears to have had a greater meas- 
ure of success with long-term entries 
than the other networks. Of 65 pro- 
grams listed by Nielsen as hold-overs 
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from one to eight years, 27 shows 
are currently on CBS. Indeed, the 
network has seven of eight programs 
still on the air that premiered prior 
to 1953. (Included are Ed Sullivan, 
Jack Benny, What’s My Line? and 
the Armstrong Circle Theater-U. S. 
Steel Hour pairing.) The eighth 
program, Ozzie and Harriet, is an 
ABC-TV presentation. 


More for CBS 


The 1954-’55 season introduced 
several more CBS long-time bets— 
Lassie, Danny Thomas, Father 
Knows Best—and ABC’s Walt Disney 
Presents, a program considered still 
on the air although its title and 
format has been changed somewhat 
to NBC-TV’s Wonderful World of 
Color. NBC, according to the Nielsen 
list, came up with Alfred Hitchcock 
Presents and Perry Como in 1955, 
two series currently available, while 
CBS was introducing Gunsmoke and 
ABC unveiled Lawrence Welk. 
Getting back to those hundreds of 
persons involved in making pilots 
and developing program ideas for 
next season, what kind of show ap- 
pears to have the best chance for 
longevity? A breakdown by type of 
previous seasons series that are cur- 
rently holding prime-time slots in the 
three networks’ schedules shows 14 





2. % New Programs Return- 


ing the following season 


No. new shows % return 


1954-’55 42 55% 
1955-'56 42 55 
1956-’57 41 34 
1957-’58 51 49 
1958-’59 45 44 
1959-’60 50 40 
1960-’61 41 46 
1961-62 41 ? 











situation comedies, 13 westerns and 
nine mystery-dramas. If you’re look- 
ing for a life-long relationship, the 
odds appear more favorable if you 
latch onto one of those three themes. 

On the other hand, of course, 
other 
variety programs that have lasted for 


types can succeed: music- 


more than one season (and as many 
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CTV to New York 


CTV Television Network Ltd. 
has opened a New York office— 
CTV Television Network, Inc. 
—at 535 Fifth Ave. The office 
will serve U. S. advertisers and 
agencies which do not have 
branch offices or subsidiary 
companies in Canada. 

Prior to the formation of 
CTV, the only national network 
service available in Canada was 
the government television and 
radio corporation. 

Kenneth M. Flower, formerly 
with CBS Films, Inc., New 
York, joined the CTV sales 
staff as national sales manager 
of the New York office. The 
network says it now covers 65 
per cent of total Canadian 
homes with eight affiliate sta- 
tions in major markets across 
Canada. Audition facilities for 
film and tape will be available 
in CTV’s New York branch. 

Hugh Clark, vice president 
of sales for CTV, cited increased 
business activity and expansion 
as the reason for the move. 











as six in the case of two shows) 
number three; situation dramas and 
quiz-panel programs are each repre- 
sented by three shows, while general 
variety, comedy-variety and general 
drama are categories having two 
shows each on the air today that 
were held over from previous sea- 
sons. Only one news program— 
Eyewitness to History—has gotten 
through more than one season in a 
prime-time slot. 

But, whatever the 
chosen, unless there is a major re- 
versal of the trend that has estab- 


lished itself over the past decade, 


categories 


some 40-45 new programs will appear 
on the air next September. As noted 
last issue in an analysis of the early 
ratings on this season’s new pro- 
grams, there seems little hope that 
more than 50 per cent of those shows 
will be back. Already departed are 
The Investigators, Steve Allen, Cal- 
vin and the Colonel. The countdown 
a. 


Giant (Continued from page 29) 


vision industry not to employ the best 
possible methods for its own pro- 
grams.” 

There were several false starts be- 
fore the Bell System hit upon its high- 
ly successful formula for television 
advertising. The Bell Telephone Hour 
was originally on radio from 1940 to 
1958, which carried it beyond the 
economic point of no return, once tv 
began eating into the volume of radio 
listeners. “We had the feeling that 
most of the later loyalty to the pro- 
gram was strictly nostalgia,” said Mr. 
Howland. Not very many people were 
listening, but there was a tremendous 
protest when it went off the air.” 

In 1956 Bell entered tv with Teie- 
phone Time, half-hour dramas of true 
success stories, mostiy about “little 
people.” There were approximately 
110 different episodes for Telephone 
Time telecast until April of 1958. 

“The program drew a reasonable 
audience,” said Mr. Howland, “but 
it didn’t seem to be going anywhere. 
We wanted more flexibility, and that 
type of show was going out. The big 
hour-special was coming in.” 

After the demise of Telephone 
Time, Bell dropped out of television 
until, in 1959, it put on four musical 
specials which were to become the 
regular Telephone Hours. These four 
specials received highly favorable re- 
actions from reviewers, as well as 
from the public via letters and _re- 
spectable ratings. 

Because of the inherent danger in 


translating a radio show, and a 
basically aural vehicle, to a visual 
medium, the Telephone Hour creative 
staff walks a thin tightrope between 
making the program interesting 
enough visually and detracting from 
the music by too much movement. A 
successful solution to this problem has 
been found by employing effective and 
unusual sets as background to the 
musical numbers, as well as by empha- 
sizing a feeling of space in the ballet 
sequences. There is no studio audience 
for the show, first because there is no 
room in the studio after the many sets 


are rigged, and also because the 





ne 
on 


he 
ur 
re- 


re- 


in 


ual 
ive 
-en 
ing 


om 


ind 
the 
ha- 
llet 
nce 





show’s producers want to give the im- 
pression to the viewer at home that, 
“each performer is singing or dancing 
for him alone.” 

While the Telephone Hour comes 
under the heading of a “quality” pro- 
gram, it is not devoted to only class- 
ical music. Occasionally the show will 
be given over entirely to one com- 
poser, such as the recent Richard 
Rodgers program. Usually, however, 
one show will encompass several mus- 
ical formats from jazz to ballet or, in 
the case of talent, run the gamut from 
Joan Sutherland to Roy Rogers and 
Dale Evans. 

AT&T rounds out its television ad- 
vertising with a series of science pro- 
grams and documentaries. In 1956 
the company started a science series 
aimed primarily at teen-agers and 
junior-high-school groups. This series, 
which sometimes preempts the Tele- 
phone Hour on its regular Friday eve- 
nings, has consisted so far of nine 
separate programs, with two more in 
the making, some of which are re- 
peated one or two years after their 
first showing. 


For Youngsters 


Aimed at interesting youth in sci- 
ence, the programs are narrated by 
Dr. Frank Baxter and are concerned 
with broad areas of science — the 
weather, genetics, circulation of the 
blood or cosmic rays. The newest one 
will be About Time on February 5. 

Most important for achieving its 
purpose of informing the junior and 
high-school ages of basic science is 
the availability of the series to schools 
where the programs are shown as 
part of the curriculum. Mr. Howland 
estimates that yearly six million stu- 
dents see the series in classrooms. 
Also, the programs are often assigned 
as homework. 

A different kind of science program 
sponsored by the Bell System is a 
three-part series of 90-minute specials 
called Threshold. These, also sched- 
uled on NBC-TV, concern three areas 
in the space age. The first one simu- 
lated a report of an American orbital 
flight; the second will go further in 
the examination of the space program 
and will evaluate what will be gained 
or sacrificed by the exploration of 


space; the third will be concerned 
with other thresholds of science such 
as weather satellites, the revolution in 
teaching methods and “Project Mo- 
hole.” 

The Threshold series is a new 
undertaking for the Bell System, and 
was chosen, said Mr. Howland, be- 
cause of the upsurge in interest in 
space this year. The company has not 
decided whether it will sponsor an- 
other group of programs similar to 
these documentaries in the future. 


Two Specials 


ATSAT also bought two special docu- 
mentaries, Why Man in Space? and a 
CBS Reports show, The Water Famine. 
Mr. Howland noted that there is no 
particular subject or number of pro- 
grams which the company might buy, 
but that it waits for a show which has 
some connection with the activities of 
the Bell System. 


The company strongly feels that the 
television audience and the commer- 
cial message are conditioned by the 
type of program. This theory is be- 
hind all of Bell’s television activity. 

In its commercials, the company, 
both nationally and locally, has the 
double aim of selling and offering in- 
formation about the company, al- 
though, more so than with most other 
tv advertisers, the larger proportion 
of time is used for institutional, rather 
than selling, commercials. This, of 
course, colors the choice of shows. 
The Telephone Hour is the best vehicle 
for consumer advertising, and of the 
three commercials in the show, one 
is regularly institutional, while the 
others are concerned with phone serv- 
ice in the home and long distance 
telephoning. On the other hand, the 
Threshold series is a good vehicle for 
informing the public of the various 
activities of the telephone company. 
While the network television advertis- 
ing is not timed for particular selling 
months, much of the local promotion 
and merchandising is concentrated in 
the spring and fall, considered good 
“moving times,” therefore good times 
for phone sales. Additional promotion 
for long distance is usually in the 
summer. 

In choice of program, Bell looks for 
an appeal to a broad audience, which, 


as Mr. Howland points out, “does not 
necessarily mean the program with the 
highest rating—whose audience may 
be made up only of those from a cer- 
tain segment of society.” 

Besides reaching for a broad audi- 
ence, AT&T has a peculiar problem in 
program sponsorship because of its 
nature as the world’s largest corporate 
complex. 

“Our audiences feel that the pro- 
grams are theirs,” said Mr. Howland. 
“They take a great personal interest 
in what is presented under the AT&T 
sponsorship and think of the company 
as belonging to them.” 

Public relations is the most impor- 
tant part of the advertising activity at 
AT&T for that reason. The company 
believes, because anyone who takes 
offense at a television program will 
not ordinarily cancel his phone serv- 
ice, that it is unfair to sponsor a 
program which it knows in advance is 
bound to offend a large number of 
people. 

“Of course, anything we choose will 
probably have something in it that a 
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few people will object to,” said Mr. 
Howland, “but this can’t be helped. 
We do try, though, to stay away from 
the obviously controversial subjects. 
We have a responsibility to a large 
group of employees, stockholders plus 
anyone who uses our services—and 
that’s just about everybody.” 

An example of AT&T’s problem in 
public relations is the choice of per- 
formers fer the Telephone Hour. At 
all times, said Mr. Howland, the com- 
pany has to keep in mind the many 
different types of people in different 
areas of the country that will be 
watching—and writing in their com- 
ments. While in New York a repertoire 
from a Broadway musical might be 
appreciated, in a small Iowa town the 
songs might be considered risque, or 
just incomprehensible. 

Good Will Sought 

Many of AT&T’s institutional com- 
mercials, also, are developed pri- 
marily to inform the public of the 
many other fields the company is in- 
volved in, besides telephones. Because 
of the innate concern the public has 
about such a gigantic corporation, 
says Mr. Howland, it is more occu- 
pied than many large competitive 
advertisers with keeping the good will 
of the public, and of letting it know 
exactly what the company is doing. 

For the same reason the company 
would not sponsor one of the highly- 
rated adventure shows or westerns. 
There would be too many customers 
who would be opposed to it. “We’re 
always going to be out-rated by action- 
adventure shows with our _pro- 
grams,” said Mr. Howland, “but it’s 
more important to us to be connected 
with the type of show we have now, 
even though it may never be first with 
the ratings.” 

N. W. Ayer & Son, New York, has 
been the advertising agency for AT&T 
for 58 years. Cunningham & Walsh 
has handled Western Electric for 26 
years, while the various Bell com- 
panies are divided among many differ- 
ent agencies. 

This stability of the Bell System 
associates is reflected in their televi- 
sion activity. The programs, both na- 
tional and local, are chosen and kept 
with a careful eye to their agreement 
with the company policy and image. 
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Newsfront — (Continued from 15) 
financial data for 1960 (see “Net- 
works’ Unhappy Numbers,” TELE- 
VISION AGE, Nov. 27). “During the 
five years ending in 1960, the com- 
bined pre-tax profits of the three tele- 
vision networks dropped 22 per cent 
while the profits of the stations went 
up 44 per cent,” the NBC board chair- 
man noted. Even in 1956, the stations’ 
ratio of profits to sales was more than 
twice as favorable as the networks’— 
26.5 per cent for the stations, 12.5 per 
cent for the networks. But by 1960, the 
stations’ profit ratio was four times 
better than the networks’, having 
climbed to an all-time high of 27.2 
per cent, while the networks’ profit 
ratio had dropped to 6.8 per cent.” 

“These are symptoms of genuine 
concern to the whole industry,” Mr. 
Sarnoff said, “because they threaten a 
serious weakening of the network sys- 
tem upon which the viewing public 
and the entire television economy de- 
pends. They demand sober diagnosis 
and treatment in any attempt to plan 
responsibly for the industry’s future 
health.” 

Affiliates listened with what might 
almost be called sympathy as Mr. 
Sarnoff listed some of the reasons for 
the “imbalance” in the economic pic- 
ture. “The networks have had to bear 
more and more of the mounting costs 
of the improving service of news, in- 
formation and entertainment they 
offer stations—costs which cannot be 
recovered in their entirety from adver- 
tisers. Over the past five years, the un- 
recovered program costs of the three 
networks have climbed to the enor- 
mous 1960 figure of $118,000,000— 
an increase in NBC’s case of almost 
80 per cent. 

“The only source on which net- 
works can draw to meet this huge 
deficit is their revenue from time 
sales. And although network gross 
time sales have been rising year by 
year, this increase has been substan- 
tially offset by an almost 100-per-cent 
increase in discounts over the past 
five years, dictated by the economic 
realities of an intensely competitive 
market.” 

But, noted the NBC board chair- 


man, stations do not share the burden 


of unrecovered program costs, nor the 
burden of network discounts. “Yet 
these two elements contribute directly 
to the increase in station earnings. For 
it is network program costs that 
underlie the service supporting the 
stations’ spot revenue; and it is net- 
work discounts that help maintain the 
gross billings on which compensation 
to stations—their other main source 
of revenue—is based.” 

Mr. Sarnoff said that the network 
service could not have developed as it 
has without the dollar contributions 
of the owned stations. He pointed out 
that even this support “has fallen 
under the shadow of governmental 
threat to network ownership of sta- 
tions. But, even counting on the con- 
tinuing network- 
owned stations, the industry’s lopsided 


contribution of 


economics are placing the networks at 
a mounting disadvantage. In the in- 
terest of everyone with a stake in tele- 
vision, this industry problem must be 
recognized and a reasonable solution 
sought.” 

Caught in the painted charm of 
Hollywood and Beverly Hills, the high 
humor (on banquet night) of such 
comedians as Joey Bishop, Jimmy 
Durante, Phil Harris, Milton Berle 
and the redoubtable Harry Bannister, 
there was no noticeable affiliate reac- 
tion to the hard figures presented by 
the NBC board chairman. Precisely 
what the “reasonable solution” will be 
will occupy the minds of stations in 
the immediate future. It is a good bet 
that they will be asked to share in 
some degree the network discount 
structure. 


But in 13 Weeks? 


Ever on the alert for new methods 
of determining the chances of success 
for a new program—or of continued 
success for an established show— 
Fuller & Smith & Ross has evolved an 
“advanced research technique” to pre- 
dict what a network share-of-audience 
will be at a future date. Based on a 
scientific probability method (the de- 
tails of which F&S&R is loath to re- 
veal) , the predictions for a test group 
of programs reportedly were accurate 
for almost 90 per cent of the total, and 
the majority of projected shares were 
correct within two percentage points 
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of the actual share. 

As an example, Art Duram, the 
agency's senior vice president in 
charge of broadcasting, and John 
Maddox, senior vice president for cor- 
porate services, pointed out that in 
October, 1960, at 8:30-9 p.m., Tues- 
day, Dobie Gillis had a 32.8 share, 
Alfred Hitchcock had a 31.6 and 
Wyatt Earp had a 30.2. In six months, 
F&S&R predicted, the shares would be 
36.7, 28.4 and 29.5, respectively. The 
actual shares eventually turned out as 
37.3, 29.0 and an on-the-nose 29.5. 

Broadcast research manager Rich- 
ard J. Mileta, who developed the tech- 
nique, explained, “Since program 
switchirig during a specific time slot 
remains pretty much constant from 
one month to the next, these audience 
shares can be projected to some sub- 
sequent date.” The advantage in being 
able to project future shares is obvi- 
ous: if a program indicates an im- 
minent decline, it gives early warning 
of possible inherent weaknesses that 
can be remedied. Perhaps heavy pro- 
motion, program alterations, talent 
changes and such could avert the 
downtrend. 

Noting that variables—specials, new 
programs, new formats— could alter 
the share-of-audience projections, and 
that it is necessary to start and end 
with a measurement of the same three 
regularly-programmed network shows, 
the agency moved further toward 
analyzing a program’s worth by using 


other factors than ratings and shares. 

A grid technique was established to 
analyze 100 network programs ac- 
cording to four criteria: (1) the 
number of total adult consumers of a 
product reached in relation to the total 
audience reached; (2) the number of 
total adult consumers of a product 
reached; (3) the number of adults, 
as well as male ard female consumers 
of a product, reached per dollar per 
commercial minute, and (4) multi- 
variable analysis in terms of combina- 
tion of audience size and number of 
consumers of a product reached per 
dollar. 

According to Mr. Mileta, the analy- 
sis—once taken away from the re- 
search man’s complex terminology— 
provides the type of program most 
beneficial to a specific type of adver- 
tiser. F&S&R can, he claims, pinpoint 
which sponsored programs satisfy all, 
some and none of the four criteria. 
Knowing this means that an advertiser 
“will be able to reach a greater num- 
ber of tv families, different product 
consumer audiences and different po- 
tential product consumers per week or 
per month, and maintain a high fre- 
quency of impact.” 

In addition to providing informa- 
tion on how well the “average” com- 
pany advertising in the 100 programs 
studied was doing, the agency’s grids 
determined specific brand “winners” 


and “losers” using the programs. 
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F&S&R trio takes scientific look into programs’ futures 








Robert C. Chase, former tv-radio 
producer, director and announcer for 
various television stations and D’ Arcy 
Advertising Co., St. Louis, recently 
organized a new midwest company to 
provide creative and production serv- 
ices for audio-visual communications 
on a national basis. The firm—Robert 
C. Chase & Associates—will furnish 
copy, production and direction for 
commercials, recordings, video tape 
and slide-film presentations, industrial 
films and the like. Before joining 
D’Arcy, where he produced St. Louis 
Cardinals baseball telecasts, Mr. Chase 
was with KWK-TV and KAcyY-TV St. 
Louis, among others. 
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Should There Be Federal Control of Programming? 








(The issue of government control 
of programming, and the dangers of 
such control, were raised by FCC Com- 
missioner Rosel H. Hyde in a speech 
which was reprinted in this magazine 
Sept. 4. The following letters are in 
response to that article.) 


It seems to me that it would be just 
as bad for the Federal Government 
through any of its agencies to control 
the content of television programs as 
it would for them to control the press 
or to control education. 

Having five children in my family, 
I am very much distressed at a great 
many of the television programs. It 
seems to me that there is entirely ioo 
much violence and shooting, and that 
the children have available to them 
entirely too graphic a picture of how 
to commit an act of violence, etc. 
There is too much of the degrading 
and not enough of the inspirational. 
Of course, I realize that in saying this 
I am laying myself open to the sug- 
gestion that each family should con- 
trol what its family sees. That is easier 
said than done, based on my practical 
experience. I might also express a 
feeling which has come over me a 
number of times recently. The eve- 
nings which I have free for sitting 
down and looking at television are 
entirely too few; however, on a num- 
ber of recent occasions when I had 
that opportunity, I have looked at the 
television listings . and I have 
come to the conclusion that there is 
absolutely nothing . . . of interest. 
Usually they are all of the same type. 
I think a great deal could be done to 
upgrade television presentations. 

Now I am fully aware that a person 
ought not to criticize unless he can 
offer a constructive suggestion. The 
question of television is such a com- 
plex one and I am so inexpert on it 
that I would not attempt to offer a pat 
solution. It might be that pay tv would 
be a partial answer. In any event, it 
seems that much good might come if 
the industry were organized in such a 
fashion as to encourage by general 


agreement the presentation of more 
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uplifting, constructive, educational, 
and inspirational programs. 

C. E. Towaire, Jr. 

Chairman of the Board 

Trust Co. of Georgia 

Atlanta 


I have read with interest these re- 
marks in view of the FCC’s actions in 
relation to a local station’s application 
for license renewal in recent months. 

It is heartening to read the Com- 
missioner’s comments relative to cen- 
sorship. His awareness of this problem 
and his utterances in support of free 
enterprise are encouraging. There is 
every possibility of the “subtle vio- 
lence” he mentions. It almost happen- 
ed here in the case of a station which 
gives public service a prominent por- 
tion of its authorized broadcast time, 
but kept records in a manner which 
made it expensive and difficult to 
prove that this was the case. 

In my opinion, the Commission has 
an obligation to communicate its re- 
quirements and call for such reports 
as it deems proper in a form that is 
understood well in advance of the 
hour of doom when a renewal license 
is being considered. The Commis- 
sioner’s sentiments can be implement- 
ed by the simple expedient of making 
clear at the time of issuance of a 
license, the kind of records the station 
is required to keep in support of their 
request for a renewal the next time. I, 
for one, enjoy radio and television, 
and continually call on these media 
for support of our institution, and 
want to see the Commission do all in 
its power to improve the quality of 
broadcasts throughout the nation. | 
should think the F. C. C. could exercise 
a supervisory authority toward the 
desired ends without harrassment, un- 
due hardship on small local stations, 
or interference with the varied ap- 
proaches to providing public services 
which have met with approval and 
respect in a local situation. I do not 
want to see this or any of our public 
information agencies censored. 

J. D. Park 
President 
Olympic College 
Bremerton, Wash. 


While television programming is 
not without its weak points, I should 
much prefer to see changes come 
about as the result of public opinion 
rather than Government edict. This is 
the American way. 

WituaM E. Hatt 
Director 
University of Nebraska 


I am glad to see reports such as that 
made by Rosel Hyde in which he ex- 
plains the advantages and disadvan- 
tages of government control. This was 
a very intellectual discussion and it 
did not finish with a positive state- 
ment but left it with an open-ended 
discussion. Such a manner of presen- 
tation provokes better conclusions. 
You are to be commended for printing 
such addresses. 

Roy O. Hincx 

Director 

Euclid Board of Education 
Euclid, O. 


. .. It was most informative; also it 
brought to me some questions that I 
otherwise wouldn’t have thought of. 

The two words “public interest” 
were used in several places. I question 
in my mind: Who arrives—and how? 
—at the conclusion if programs are in 
the “public interest”? I don’t think 
the government can determine entirely 
or even in a great degree proper pro- 
grams, any more than the broadcast- 
ing companies can. I feel that others 
should be brought in for consultation, 
too. 

Right now the idea of a probation- 
ary system for checking performances 
and licensing of stations seems very 
good. 

Over the past year and especially 
the last three months I have noted a 
great improvement in programs as a 
whole and more especially in Butte. If 
parents would just turn off the tv when 
there are programs not fit for young- 
sters, it wouldn’t be too bad. But they 
won't, and tv can do such an outstand- 
ing job in so many ways that some 
programs could be done away witk 
and no one would be hurt. 

Mrs. W. G. NELSon 
Butte, Mont. 


















| | In the picture 
s A. M. Sanderson was named president of Whitehall Laboratories Division of Ameri- 
d can Home Products Corp., it was announced by William F. Laporte, presidént of American 
Home Products. Since 1951, Mr. Sanderson has been president of Whitehall Labora- 
n tories, Ltd., which has its headquarters in Toronto, Ont. He was previously associated 
s with John Wyeth & Brother, Ltd., in Canada, moving to Whitehall in 1946. Mr. Sander- 
son was president of the Proprietary Association of Canada in 1960 and is presently 
L honorary president of that organization. He will continue as president of the subsidiary, 
r Whitehall Laboratories, Ltd., which will have as its executive vice president and general 
a manager, W. H. Allen, vice president of marketing. Mr. Allen joined Whitehall, Ltd., in 
1955, after previously being associated with Procter & Gamble of Canada, Ltd., and 
at McKim Advertising, Ltd., also of Toronto. 
2 L. T. Steele (1.) was named executive vice president of Benton 
" & Bowles, Inc., and Irwin Segelstein (r.) was appointed a vice 
it president and manager of the agency’s television and radio pro- 
ig gramming department. Mr. Steele will be in charge of B&B's 
d international operations. He joined B&B in 1937, serving suc- 
nm cessively as research coordinator and an account executive. In 
Z 1945, he was appointed vice president and manager of the tv-radio 
" department and was elected a senior vice president in 1958. Mr. 
Segelstein joined B&B in 1945 and has been head of film oper- 
™ ations, associate program director and director of program admin- 
istration. 
or 
m Arthur L. Malcarney was elected to the board of directors of the Radio Corporation 
0. of America. Since 1957, he has been executive vice president, RCA Defense Electronic 
y Products. He first joined RCA in 1933 as an inspector in the Camden, N. J., plant. 
= Between 1936 and 1940 he was successively assistant foreman, foreman and superintendent 
i in various component manufacturing activities. He became manager of the parts fabrica- 
af. tion department in 1942, and manager of production two years later. In 1946, he was 
P appointed parts plant manager, advancing to general plant manager of the former Engi- 
me neering Products Division the following year. He was appointed manager of production 
cP for the division in 1953, manager of Commercial Electronic Products two years later and 
a vice president in 1956. He lives in Haddonfield, N. J., with his wife and three sons. 
nk 
sly Dr. Elmer W. Engstrom was elected president of the Radio Corporation of America, 
rO- succeeding John L. Burns, who will continue to serve on special assignments from chair- 
st- man of the board David Sarnoff. Dr. Engstrom has been senior executive vice president 
rs of RCA since 1955 and has been an employee of the company for 31 years. In the early 
yn, thirties, Dr. Engstrom participated in research toward a practical service for television. 
In this, he was responsible for development and construction of apparatus used in field 
n- tests, and in the planning and coordination which led to the reality of black and white 
[es television. Following this, he and his associates conducted research on color which resulted 
ry in RCA’s color television system. Dr. Engstrom was a member of the National Television 
; Systems Committee when television standards for broadcasting were established, and a 
lly member of the Radio Technical Planning Board. 
i Ellis O. Moore, (1.), Alexander S. Rylander 
sa (c.) and Grant A. Tinker (r.) were elected vice 
if presidents of the National Broadcasting Co. Mr. 
ren Moore becomes vice president, press and pub- 
ng- licity; Mr. Rylander, vice president, promotional 
nev services; Mr. Tinker, vice president, general pro- 
et gram executive. Mr. Moore joined the NBC press 
me department in 1952 and became director in 1959. 
ith Mr. Rylander came to NBC in 1955, having 
previously been with Columbia Pictures. Mr. Tinker 
SON was previously a vice president and director of 
ont. programming at Benton & Bowles, Inc. 
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UPPER PENINSULA 
1S EASILY AVAILABLE 


NOW 





The New $100,000,000 
BIG-MAC Bridge 


carries thousands to the U. P. daily! 


Paul Bunyan Television 
WPBN-TV WTOM-TV 


Treverse City Cheboygan 
One Rate Card 
Covers 25 Northern Michigan Counties 
INCLUDING a big chunk of the U. P. 
and parts of Canade 


Offering the Only Principal 
City Grade and Grade A 
coverage to Traverse City, 
Cheboygan, and much of Resort-Rich 
Northern Michigar 


Reach the MOST homes with P BN * 
7000 MORE Homes Reached Than Sta. 8. 
(M-F, Noon-6 PM) 


1900 MORE Hemes Reached Than Sta. 8. 
(M-F, 6 PM-Mid.) 


2800 MORE Homes Reached Than Sta. 8. 
(Sat. 6 PM-Mid.) 


1900 MORE Homes Reached Than Sta. 8 
(Sun. 6 PM-Mid.) 


“ARB (March, 1960) 









Les Biedermon 


al Bunyan Nat 
fi General Moncser Ga 


Venard, “1 alse & McConnell 








Network Representative Elisabeth Beckjordea 
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The 


aware, 


FCC, as you're doubt 
has a kindly, aged grand- 
mother sitting in Washington before 
a television set, daily from 8:30 a.m. 
to 5 p.m., 


no 


to monitor toy commer- 
cials, 

We're not saying it happened 
this instance, but we can picture the 
married sons and daughters of just 
such monitor getting together at 
Christmas with dear old “Granny.” 
The scene goes something like this: 

JuNIOR: Well, moms, all of us 
chipped in to give you and dad that 
two-week Florida trip you’ve always 
wanted. 

sisTER: And Charley and I and the 


| kids bought you some new luggage! 


pap: Well, Myrtle, what do you 
think of that? How about our kids, 
huh? 


GRANNY: I—I just don’t know 
what. 4 

SISTER: Oh, you don’t have to 
thank us. 


GRANNY: Thank you? No, I wasn’t 
going to—l gee willi- 
kers, where’s my real presents? 

SISTER: Real presents? 

GRANNY: Yeh, my Robot Com- 
mando! And my space helmet! And 
my Kissy doll! And my cap guns! 
And my— Stop putting those cold 
cloths on my head and give me my 
toys! Or I'll hold my breath forever! 
Fadeout as sistER dials phone fran- 
tically to call a doctor and pap and 
JUNIOR push the old lady onto a sofa 
and hold her down. The GRANDCHIL- 
DREN dance around excitedly, ad lib- 
bing “Granny’s flipped her lid” and 
other childish expressions. 


* * * 


mean—well, 


The latest twist in the wonderful 
world of electronic brains, often 
ballyhooed as the way out of the spot 
paperwork jungle, is Unicall. It talks. 

For the price of a telephone call, 
a spot salesman of the future will 
plug into a faraway computer packed 
with all sorts of data about a prospec- 
tive client, and the computer will 
verbally give the right answers. Pro- 
vided the information is hidden some- 
where inside, the computer could re- 


lay everything about the advertiser, 
from his market plans to his shirt 
size. 

If the campaign goes wrong, will 
the computer call the rep to com- 
plain? 

* * % 

What to our wondering eyes should 
appear a few evenings ago on a New 
York channel's nightly weather show 
but a young lady playing the ukelele 
as she accompanied herself singing 
“rain 


something about pitter- 


patting on the pane.” After a chorus, 
she pointed out that her raincoat 
(which she wore throughout the pro- 
gram) was of the “foreign-intrigue” 
type. She then proceeded to deliver 
the entire five-minute weather wrap- 
up and forecast in the half-whispered 
tones of a Mata Hari, complete with 
furtive glances over her shoulder as 
if the OSS were closing in. 

The lady’s name, by the 
Jan Crockett—and the format of her 


weathercast can only be described as 


way, is 


interesting. True, what with the vo- 
cals, the uke-picking, dramatic ex- 
hibitions of sheer bravery and credits 
for the dress (or rainwear) designer, 
the viewer undoubtedly finds it hard 
to concentrate on the weather. The 
program incidentally notes a weather 
expert, but he apparently has little 
control over the presentation of his 
like. 


s a whole new tv con- 


data on rain, winds and the 

Maybe there’s 
cept here. The next step is obviously 
a petite mademoiselle singing the 
forecast as she tap-dances through 
the studio. From there, we cut to a 
girl in pink tights predicting blue 
skies from a swinging trapeze. The 
whole thing will eventually fall apart 
when some station brings in Evelyn 
West or Lili St. Cyr to 
bit of apparel with each 


remove a 
bit of in- 
formation on temperature, humidity 
and rainfall... . 

* *% * 

Have you head about the rep sales- 
man who found himself suddenly cut 
dead at BBDO, Lucky Strike’s agen- 
cy? He'd bought, and had been wear- 
ing, a new overcoat—a Chesterfield. 








KSTP FEATURE 


ANEW SERVICE | Ay 
~ FROM KSTP 
FEATURE FOODS 


End-of-aisle store ay 
displays for RSTPE 
Radio-TV advertisers 


Now available to food-store-product advertisers who qualify for KSTP Radio and Television 
FEATURE FOODS MERCHANDISING Service, are these end-of-aisle displays in top-volume 
supermarkets in the Twin City area. 

Gondolas — such as the one illustrated here — dump bins or carts, each topped by an eye-catching, 
red banner reading “KSTP FEATURE OF THE WEEK” are all available, depending on which 
is most suitable for display of your product. 

During each 13-week cycle of participation in KSTP FEATURE FOODS MERCHANDISING, 
the advertiser will receive a guaranteed six weeks (36 days) of end-of-aisle displays in Twin City 
area supermarkets. 













KSTP personnel will place the displays and remove them, 
thereby guaranteeing advertisers that their displays are 
actually on the floor for the specified time. Advertisers 
will be notified in advance of the location of each display. 
These end-of-aisle displays are very desirable and their 
availability disappears fast. Plan now to take advantage 
of this new KSTP plan in conjunction with the highly- 
successful FEATURE FOODS MERCHANDISING 
Service to give sales-building end-of-aisle display space 
to your product. 


Petry offices and KSTP Radio and TV representatives 
have the details. The familiar KSTP BARGAIN BAR combines with 


FEATURE OF THE WEEK display to command 
key traffic area in Minneapolis supermarkets, 
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New York 


Nationally Represented by The Katz Agency or call WINS, JU 2-7000 


YOUR NO.1 


MEDIA BUY 





Leave your radio tuned to WINS and you get the news first, 
fast and foremost every hour and half hour. Not just local or 
national, but the whole wide world. Berlin, Leopoldville, 
Moscow, Bangkok—wherever headlines are made, hear them 
direct with the speed of sound. How do we do it? WINSland’s® 
own great news staff plus MUTUAL RADIO’s 34 staunch 
representatives on-the-spot around the world. And for 
advertisers, the news is always good. Examples? A rating no ¥ 
other N. Y. station delivers. An average of over 13% of all 
listeners in the N. Y. metropolitan area from 6:00 A.M. ; 
to Midnight.* A market second to none. Over 17 million peopley 
whose annual purchases equal those of the next 3 markets J 
combined. No wonder WINS is the way advertisers | 
really make news in New York. 

*Pulse, July 1961, New York 18 County Area 
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